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Select any program or announcements from these The Shopper-Topper* Merchandising Plan guarantees: 

Friendly Group stations—WwsTv-Tv, WBOY-TV or e in-store displays, placement of point-of-sale material, shelf 
KODE-TV on a 13-week budget—and our exclusive stocking, checks on prices, exposure and activity of major 
“Shopper-Topper” merchandising service is yours competitors, obtaining comments from stores—in 170 high- 
at no extra cost in the important Steubenville- volume supermarkets 

Wheeling, Central West Virginia and Joplin mar- e merchandising activity report every 13 weeks to advertis- 
kets. In these three rich markets—with combined ers and agencies 

food sales of $167,562,000—only these stations of- © complete direct mail service 

fer advertisers this unique merchandising support. e product highlighting on popular local shows, including live 
Find out today how “Shopper-Topper” can move demonstration 

the goods for you. For more details ask for our new “Shopper-Topper” brochure 


WSTV-TV WBOY-TV KODE-TV 


CHANNEL 9 « STEUBENVILLE-WHEELING « CBS-ABC CHANNEL 12 ¢ CLARKSBURG, W. VA. ¢ NBC CHANNEL 12 « JOPLIN, MO. « CBS 





Members of The Friendly Group Represented by Avery-Knodel, Inc. 


Rod Gibson, Nat'l Sis. Mgr. « 52 Vanderbilt Ave., New York ¢ 211 Smithfield St., Pittsburgh. ¢ *Copyright applied for 
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WLBZ-TV 


NBC Affiliate, Bangor, Maine 
4 








TALL 
PAUL 


Bunyan is our “tall Paul” and all 
the vitality and growth he typifies. 
Sure, we have our share of Rock 
and Rollers but we have more than 
our share of other things. 

People are spending time and money 
preparing for our 125th anniver- 
sary celebration. 

Federal funds have been increased 
for our Dow Airforce Jet Base. 
Bank clearings increased 25% to 
a record high in January. 

Yes, business is up in Bangor, 
Maine’s fastest growing market. And 
the best way to get your share is 
on WLBZ-TV, Eastern Maine’s new 
NBC outlet. 


See your Weed TV man 
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TV: RADIO STATI 
OF 


WCSH-TV, Portland 
WLBZ-TV, Bangor 
WCSH-Radio, Portland 
WLBZ-Radio, Bangor 
WRDO-Radio, Augusta 


A matching schedule on Ch. 6 
in Portiand saves an erytra 5% 
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Letter from the Publisher 


Forward Look at Color 


The unprecedented reaction to the two feature stories on color ty 
in the February 23rd issue is indicative of the present and forward 
look of color television. 

Even with an enlarged press run, our supply of issues was quickly 
exhausted. 

Many of the research experts who read the article, “Color Doubles 
Ratings,” immediately got out their slide rules. Varying estimates 
have been made as to the percentage of color-set penetration needed 
in a market to affect the over-all ratings. It would appear, in ae- 
cordance with the laws of probabilities, that five-to-10-per-cent color- 
set penetration is required. No market at present has anywhere near 
that kind of penetration. However, what is encouraging is that color- 
set sales have started to move briskly upward in the past 60 days, 
Some of the large distributors across the country have reported that 
in the past two months almost 50 per cent of their revenue is repre- 
sented by the sale of color sets. If the growth pattern continues, at 
some point in the not-too-distant future the penumbral will be passed 
and color television will be in orbit. However, at this point station 
management realistically asks, “What's in it for my station?” 


The Developments 


He can answer that question after considering these developments; 

1. The number of newspapers using ROP color is rapidly increas- 
ing. Many newspapers feel they have to add this equipment to get 
ready for the competition of color television. In 1952, 157 news 
papers were printing four-color. Today there are 314 newspapers 
equipped for the four-color process. 

2. Magazines have launched an aggressive campaign selling the 
beauty of four-color magazine reproduction. (It is interesting to 
note that in a media motivation study done a few years ago by TvB, 
magazines placed No. | in grocery products such as canned and fresh 
vegetables, and the explanation was made that four-color magazine 
advertising sold some of these products better than black-and-white 
television. ) 

3. Color will enable a station logically to charge a higher rate, 
thereby increasing its revenue and enhancing the net worth of if 
facilities. 

4. The station that is equipped for local color telecasting can get 
the jump on its competition by increasing ratings and sets-in-use. 


Crossroads 


The manufacturer, too, stands at the crossroads. With black-and 
white set sales declining, color presents him with a new opportunilys 
Competition is inevitable among manufacturers in the manufactur 
ing and marketing of color sets. When it comes, it will be a boon t@ 
the entire industry. 

Color has not only pushed forward the boundaries of televisiony 
it is establishing a new, busy, growing marketplace for the television 
business. It is no longer a question of “if,” but rather “when.” : 
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1} noucn or SYRACUSE 


‘a ...tmportant in the home 


ck Solid comfort in the shoes of his choice . . . solid entertainment on the station 
he likes best. Nettleton Shoes, crafted in Syracuse, play an important part 
on the feet of men in every walk of life, just as WHEN-TV viewing is an 
important part of life in every Syracuse home. To give your product a solid 
ded role in the homelife of those in Syracuse and Central New York, place it on 
1 ate WHEN-TV view. A call to the Katz Agency or WHEN-TV commercial 
oles manager, Fred Menzies, will put it in the spotlight. 
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WHEN YOU WANT TO SELL SYRACUSE A MEREDITH TELEVISION STATION- AFFILIATED WITH BETTER 


B HOMES & GARDENS AND SUCCESSFUL FARMING MAGAZINES 
Z VW I 1 =I N re I V KCMO KCMO-TV /KPHO KPHO-TV / KRMG /WOW WOW-TV/ WHEN 
F CBS IN CENTRAL N. Y. Kansas City Phoenix Tulsa Omaha Syracuse 
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Advertisement 


““Michiana”’ 


Somewhere between Chicago and the Ohio State Line, and between Kalamazoo 


and Ft. Wayne, is that nebulous entity dubbed “Michiana.” 


Home of the lark, the Michigan fruit belt, “Test Town, U. S. A..” the Fighting 


Irish, the Indiana Dunes and in the heart of the nation’s industrial beli—a many 


faceted thing is this cosmos called “Michiana.” 


Within its boundaries is the St. Joseph Valley—where the home ownership rate 
is 73%—3rd highest in the nation. Here too, you will find miles of lake and river 
shore line which not only provides recreational facilities but locales for steel mills. 
South Bend-Elkhart is destined to become a major port of the St. Lawrence Sea- 
way project. Where else would you find America’s largest mint growing area and 


prosperous farm economy surrounding world famed industries with international 


distribution. 


Here at the hub of the nation over 34 million people with an effective buying in- 
come of $1,580,161,000 live in an exclusive all-uhf “island” market served from 
within by three stations. The clearest and most exciting picture in this area emanates 


from WNDU-TV, located in South Bend-Elkhart, the nation’s 68th market*. 


We thought you would like to know that WNDU-TV not only serves South Bend- 
Elkhart but saturates this unique and diversified area known hereabouts as “Michi- 
ana”—a buy-able market for the television sales messages of divers advertisers. 
An advertiser on WNDU-TV reaches a populous ranking No. 1 and No. 2 in in- 
comes between $4000 and $9999, and claims a large stake in the $1,020,138,000 


in retail sales annually. 


Quite a marketplace this “Michiana!” 


*Survey of Buying Power 1958 


Ifouseholds ranking by Metropolitan Area 
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BMI presents another 
notable addition to its 
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series... 
THE BOOK PARADE 


THE AMERICAN STORY 
THE WORLD OF THE MIND 
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Initial scripts have already 
been mailed to broadcasters. 
The complete series will be 
available only upon request. 


- ABRAHAM 









ad : 3 i Ze four studies 

“=e created by the 
distinguished sculptor 
AVARD FAIRBANKS 
and commissioned by BMI 









RITTEN by 70 distinguished Lincoln and Civil War scholars of our 
W Ges ae them Carl Sandburg, Bruce Catton, Sterling North, Earl 
Schenck Miers, Henry S. Commager, Roy F. Nichols, Allan Nevins, Adlai 
Stevenson, Gov. William G. Stratton, Sen. John Sherman Cooper, Sen. Paul 
H. Douglas, U.S. Grant III, Norman Corwin, Dore Schary and other eminent 
historians—this new segment continues BMI’s series, “The American Story,” 
now in its fifth year. 

Also contributing are: Paul M. Angle, William E. Baringer, Roy P. Basler, 
Howard K. Beale, Richard N. Current, Irving Dilliard, Clifford Dowdey, 
Father Joseph Durkin, Otto Eisenschiml, Avard Fairbanks, Shelby Foote, 
John Hope Franklin, Dr. Richard P. Graebel, Wood Gray, Sherrill Halbert, 
Richard B. Harwell, Carl Haverlin, Willard King, Lloyd Lewis, Mort Lewis, 
E. B. Long, R. Gerald McMurtry. 

Also David C. Mearns, Roy Meredith, Justin Miller, Herbert Mitgang, 
Jay Monaghan, Ralph G. Newman, Roy F. Nichols, David P. Potter, C. 
Percy Powell, Mrs. Marion D. Pratt, James G. Randall, Ruth Painter Ran- 
dall, Donald Riddle, Congressman Fred Schwengel, Louis Starr, W. R. 
Swanberg, Wayne Temple, Benjamin P. Thomas, Walter Trohan, Randel 
Truitt, Philip Van Doren Stern, Clyde C. Walton, T. H. Williams, Albert 
Woldman. 

These public service programs are available to radio and television sta- 
tions and to public libraries. and local boards of education for broadcast 
purposes. 


BROADCAST MUSIC, INC. 
589 Fifth Avenue, New York 17, N.Y. 
New York * Chicago + Hollywood . Toronto * Montreal 
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Made by Republic Pictures 
Corporation and now being 
renewed in market after 
market for profitable 
programming. 


. hour films 
N TV HOUR STRIPS! 


ay 


inbility! hour films 


ore staying power year after year — | : ee 

pgardless of run — great audience Made by Republic Pictures 

terest and acceptance. Corporation and now being 
renewed in market after 
market for profitable 
programming. 


F ‘ey age | 
ribility! 
aly morning or early evening, strips 


, single programs — top audience and sales 
50% adults, 50% kids. 
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9-7500 and principal cities everywhere 





Put your salesman in a market where sales are | Winston-Salem 
popping at the retail level to the tune of more than Greensboro 
3 billion dollars . . . the 75-county WSJS market. High Point 


Call Headley-Reed 
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MGM-TV Tools Up For Syndication 

MGM-TV is definitely going into syndication of half- 
hours, and hopes to be in that business by the end of the 
year, according to George Shupert, vice president in 
charge of the Loew’s subsidiary. The company currently 
has 11 pilots in the works, and although all of them are 
aimed for national sale, it’s entirely possible that one or 
two may be placed into syndication this year, Mr. Shupert 
indicated. Plans at this point are tentative, of course, since 
MGM-TV is concentrating on national deals, but when 
the syndication operation is under way Mr. Shupert hopes 
to place a minimum of two new programs per year on the 
market-by-market route. As part of the expansion on the 
national level, John B. Burns, formerly vice president in 
charge of national sales for ABC Films, has joined the 
company as director of national sales. 


Du Pont to Stay in Spot 

Highly pleased with the results of its first year of con- 
centrated spot effort, E. I. du Pont de Nemours & Co., Inc., 
intends to stay in the medium and currently has sched- 
ules running on children’s wash-and-wear, women’s dresses 
and other textiles of synthetic fibers. Buying activity is 
difficult to pin down, as most schedules are placed for one- 
week runs of daytime minutes in conjunction with local 
department stores. Du Pont reports that “some spot is 
always going on—or is about to start—somewhere.” Trow 
Elliman is the timebuyer at BBDO. 


Kellogg-Screen Gems Romance 

The relationship between the Kellogg Co. and Screen 
Gems has developed into something more than a shotgun 
affair. The giant cereal company, which spent $2,549,440 
in spot tv last year, has invested in another original car- 
toon program developed by Screen Gems and produced 
by Hanna & Barbera in Hollywood. At press time, it was 
understood that the show, which will be a half-hour in 
length with three segments, would be placed on a national 
spot basis this fall. Kellogg’s first expenditure for new 
cartoons in national spot is its bankrolling of SG’s Huckle- 
berry Hound in approximately 160 markets. A renewal 
of this deal is expected for another full year. The new 
cartoon show will feature such newly created characters 
as Quick Draw McGraw, Augie, Doggie and Snooper and 
Biabber. 


CBS Films Nears TCF-TV Deal 

CBS Films, which is currently exploring means of distrib- 
uting product of various independent telefilm producers, 
appears to be nearing a deal with Twentieth Century-Fox 
TV. TCF-TV at present is concentrating on production, 
but it must shortly determine what it will do with proper- 
ties where a network or national deal does not materialize. 
An offer has been made by CBS Films, and the produc- 


tion company, under Martin Manulis, has it under con- 
sideration. 


Spot-Television Spenders 

Companies spending more than $20,000 per year in 
spot tv in 1958 amounted to 1,341, according to the Televi- 
sion Bureau of Advertising’s annual spot report, released 
this week. This figure is an increase of 54 over the 1,287 
companies which invested more than $20,000 in the me- 
dium in 1957. By product classification, the TvB figures 
reveal some startling changes. For instance, more than 
$20 million more was spent in spot tv in 1958 than was 
spent the previous year by household cleaners, cleansers, 
polishes and waxes ($29.6 million last year; $9.4 million 
in 1957). The drug-product classification also increased 
its investment: from $38.2 million in 1957 to $44.6 million 
in 1958. Food and grocery products compare this way: 


$119.6 million in 1957; $135.7 million in 1958. 


Mail-Order Firms Active 

A flurry of buying activity in scattered markets across 
the country is upcoming at Mohr & Eicoff, Inc., New York 
and Chicago, for a number of mail-order clients. Tv-radio 
director Dan Rubin in New York reports current busi- 
ness on Ambassador Records’ 2] Top Hits, on a new item 
called “Z-Matic” from Grant Co., and the Sunbeam cam- 
era kit from Winston Sales Co., which also has a fishing 
kit to be promoted this spring. “There are no seasonal 
changes for our clients,” Mr. Rubin said, “and we’re buy- 
ing 52 weeks of the year. All copy is checked before film- 
ing by the National Better Business Bureau; therefore, 
we never have trouble scheduling any station.” 
BPS Paints’ Spring Drive 

Following “excellent results” campaigns last spring and 
fall, Patterson-Sargent Co. will kick off a spring drive for 
its BPS paints early next month. The placements will run 
eight to 10 weeks in most of the same markets used previ- 
ously, and on some 75 stations east of the Rockies. Minute 
films featuring a jingle and painting demonstration will 
go in both day and night slots. The campaign will be re- 
peated in the fall. Fran Velthuys handles the timebuying 
out of the D’Arcy Advertising Co., Inc., New York office. 


Sillerman Security Plan 

Industry observers will be watching closely how Na- 
tional Telefilm Associates’ Program Security Plan works 
out in practice. PSP, as outlined by Michael M. Sillerman, 
president of NTA Program Sales, at the NAB convention 
in Chicago last week, allows a station to acquire a wide 
variety of programming without heavy initial financial 
commitments. The offer applies to Mr. Sillerman’s Famous 
Films unit, which now has more than 400 hours of pro- 
gramming on its roster. Under the plan, each participat- 
ing station acquires exclusive rights to two or more Fa- 
mous Film packages without the usual requirement of an 
outright buy or substantial cash payment, and is then 
given a specified time to sell or telecast the programs. Such 
a station, says Mr. Sillerman, is insured against any loss 
of its program investment. 
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Audience 
BEATS Disney- 
land, Life of 
Riley, Groucho 
Marx, Pat 
Boone, Wells 
Fargo, Dinah 
Shore and 
many others. 
ARB 


LAS VAGAS 


KLAS-TV 


13.9 


RATING 


42.2% 
Share of 
Audience 

BEATS Thin 
Man, Schlitz 
Playhouse, 
Studio One, 
U. S. Steel 
Hour, Welk’s 
Top Tunes, 
Pat Boone and 
many others. 

ARB 


BOISE 
KBOI-TV 


442 


RATING 


60.8% 
Share of 
Audience 


BEATS Law- 
rence Welk, 
Bob Hope, 
This Is Your 
Life, Gun- 
smoke, Rest- 
less Gun, Mav- 
erick and 
many others. 


ARB 





Look at these 


New tools of research are con- 
stantly being developed by the 
rating services. Here, Jack Gross, 
vice president of American Re- 
search Bureau, explains Arbitron, 
ARB’s new instantaneous elec- 
tronic measurement device used 
to provide some of the rating data 
given here. ARB’s home diary re- 
ports are the reliable source of 
many other Ziv show ratings. 





The Ziv man in your market 
can show you how to profit 
from using one of America's 
GREAT selling forces—a Ziv 


show! 















Number of Color Sets 
In your February 9th issue you 
estimated there were 435,000 color 
television sets in use in the United 
States. May I have permission to 
quote this figure in “Successful Tele- 
vision and Radio Advertising,” to be 
published early this summer by the 
McGraw-Hill Book Co., New York? 
GENE SEEHAFER 
Needham, Louis & Brorby, Inc. 
New York City 


Color Issue 

. February 23rd’s TELEVISION 
AGE is certainly an impressive issue 
. .. ['m sure you're getting fine com- 

ments from all over the industry. 
CuHarLes H. CRUTCHFIELD 
Executive Vice President & 
General Manager 


WBTV Charlotte 





Network Changes 


Network increases in hourly 


rates and other changes an- 
nounced recently include: 

ABC-TV: kcr¢-tv Cedar 
Rapids, from $525 to $575; 
KGUN-TV Tucson, from $200 to 
$225; KMMT Austin, Minn., from 
$200 to $225; KTvK Phoenix, 
from $450 to $500; WFIL-TV 
Philadelphia, from $3,500 to $3,- 
600; wkow-Tv Madison, Wis., 
from $280 to $300; wrvw Evans- 
ville, from $400 to $500. 

CBS-TV has added the non- 
interconnected Canadian station 
cypc-Tv Dawson Creek with a 
basic rate of $75. 

NBC-TV: KxLJ-Tv Helena, as- 
sociate station of KXLF-Tv Butte, 
temporarily suspended; KGW-TV 
Portland becomes NBC-TV af- 
filiate 4/26/59, affiliation with 
KPTV Portland will terminate; 
WLEX-TV Lexington resumed op- 
erations, 





14 March 23, 1959, Television Age 


Syndication Explanation 
... the fine article in the February 
Oth issue of TELEVISION AGE on “What 
is Syndication” . . . is extremely well 
written . . . We have already had 
quite a few inquiries from large agen- 
cies who want to see the presentation, 
and have copies of the presentation 
as a result of your article. 
Joun F. Howe.u 
Vice President and 
General Sales Manager 
CBS Films, Inc. 
New York City 


Film Vs. Live 
Congratulations for accomplishing 
the seemingly impossible. The article 
“Can Viewers Tell?” in your Decem- 
ber 29th issue looks like the definitive 
answer to a question which crops up 
time after time. 
Lee RaNDON 
Manager Radio-Tv 
Henri, Hurst & McDonald 
Chicago 


Tv Producers List 
I have just read my first copy of 
TELEVISION AGE and find it very serv- 
iceable. I'm happy to have found 
you. . . . Send me an extra copy of 
the December 29th issue containing 
the directory of Commercial Tv Pro- 

ducers. 

HERMAN DINKIN 
New York City 


Coffee Commercials 

We have read with a great deal of 
interest an article on Wilkins Coffee 
Co. Muppets. Would you please send 

us four additional copies? 
L. J. CLarK 
Nash’s Coffee 
Si. Paul, Minn. 


Dairy Success 

Please send us five reprints of your 
article entitled “Dairies and Dairy 
Products” in the January 12th issue. 
The information contained therein is 
excellent and should open the eyes 

of dairymen not now using tv. 
Victor B. Moore 
wtvD Durham 


It shoulc 
happen 
ire Me Me [ele 


And yet it does! It happ« 
best of us, time and time o 
lavish care and money o 
footage to get them just r 
to have prints turn up that 
off broadcast specification 
The answer is—give yo 
tory time and money to d 
right! Then all your relec 
will be on the beam 100° 


melmeitiain-mmlicelauteiiels 
Motion Picture Film Dep 


EASTMAN KODAK CO! 
Rochester 4, N.Y 


East Coast Division 
342 Madison Avent 
New York 17, N.Y 


Midwest Division 
130 East Randolph D 
Chicago ], Ill 


West Coast Divisior 
6706 Santa Monica 8 
Hollywood, Calif 


or 


W. J. German, |: 
Agents for the sale and dist 
Eastman Professional Motion F 
Fort Lee, N. J.; Chicag 
Hollywood, Calif 
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Always shoot it on E 
: ASTMAN FI 3 
You'll be glad you did! ae 


$ 
- 
: : 
on Be 


‘“‘We had to look twice! Our figures show 
and “The Sweet 65’’ gave us one ofc 


65 Columbia and Universal 
“want-to-see”’ hits with titles, stories 


and stars that make it one of the 
best all-around TV packages 
ever offered, and ever bought! 


ALREADY SOLD IN 85 MARKETS! 


CANYON PASSAGE 

THE SPOILERS 

MR. DEEDS GOES TO TOWN 
CORONER CREEK 

SIN TOWN 

FIGHTING O’FLYNN 

BANK DICK 


-..and many more top-drawer titles guaranteed 
to build both audience and sales! 


For availabilities in your } market, contact: 


L) 
S Cc ing a re " Cs a we SS ‘ Nh Cc. TELEVISION SUBSIDIARY OF COLUMBIA PICTURES ¢ 
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weanat the double-selling power of “Powerhouse”’ 
»swreatest combinations of top feature hits!’’ 


DETROIT 


Van DeVries—WGR-TV, Buffalo, N. Y. 


78 Columbia and Universal top titles 
with cast and production values to 


match! T'V’s most diversified 
power-packed package, with the 
blockbusters you’ve been waiting for! 


ALREADY SOLD IN G1 MARKETS! 


THE KILLERS 

SEVEN SINNERS 

HERE COMES MR. JORDAN 
NAKED CITY 

MAN FROM COLORADO ! 

A SONG TO REMEMBER 
SCARLET STREET 


...and big-league, big-name features that 
spell big profits for you! 


CHICAGO HOUSTON HOLLYWOOD ATLANTA TORONTO * 
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The 78 original"3 STOOGES’ are setting 
rating records in city after city — 


18 March 23, 1959, Television Age 















i aces" 


“The hit show of this year” 
VARIETY —Jon. 24, 1959 


and now... 


BY POPULAR DEMAN 
SCREEN GEMS IS ADDIN 


40 MOR 


C TWO-REELER 


























Already sold to: 
TRIANGLE STATIONS | TRANSCONTINENT STATION 


_* WFIL-TV PHILADELPHIA WGR-TV BUFFAL 
BS y> WFBG-TV ALTOONA WROC-TV ROCHEST 
WLYH-TV LEBANON WNEP-TV SCRANTO 


WNHC-TV NEW HAVEN WSVA-TV HARRISONBURG 
WNBF-TV BINGHAMTON VIRGINI 








Get all 118 while they’re hot! 


CONTACT: 


SC R t a Pu = G - ye Sy bh, TELEVISION SUBSIDIARY OF 
* C.. cocumsia pictures corp. 


NEW YORK DETROIT CHICAGO HOUSTON HOLLYWOOD ATLANTA TORONTC 
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Billi Campbell, 
as Jerry Austin, 
riding the 
CANNONBALL 
caravan 

to a dynamic 
action sales 
record! 


GANNONBALL 


ALREADY 
SOLD IN... 


Washington 
Chicago 
Philadelphia 
San Francisco 
Cleveland 
Detroit 


and markets in almost every 
state including Hawaii 


ALREADY 
SOLD TO... 


General Petroleum 
Firestone Tires 
Johnson’s Wax 
Schmidt Beer 

A&P 

Winn-Dixie Food Stores 


and advertisers all 
across the country 


WIRE NOW FOR YOUR 
CHOICE OF AVAILABILITIES 


INDEPENDENT 
TELEVISION 


CORPORATION 
488 Madison Ave. «N.Y. 22°PLaza 5-2100 


| Columbus Auto Story 


. Please send us 20 copies of the 


article “Sales Sparkle,” which ap- 


| peared in the January 26th issue of 
| TELEVISION AGE. 


Tom HENNESY 
Vice President Charge of Sales 
wJBF Augusta, Ga. 


We are 
reprints of 
Sparkle.” 


the article “Sales 
Rosert F. RicHarps 


wLw-c Columbus 


50 COPIES OF COLUMBUS, 
AUTO STORY. 


AIRMAIL 
OHIO, 
Joe Lake 

Commercial Manager 

WISH-TV /ndianapolis 


Resorts Use of Tv 

I would appreciate five copies of 
Hotels and Re- 
as reprinted from TELEVISION 


the article “Travel, 

sorts” 

AGE’s series of product group success 
stories. 

Tom ELLINGTON 

Radio and Television 

Executive Producer 

Ellington & Co. 

New York City 





Viewers’ Choice 

Viewers of wrtae Pittsburgh 
are engaged in selecting the fea- 
ture movies they would most like 
to see. In a unique promotion, 
the station ran full-page ads in 
three newspapers on Feb. 1 and 2, 
listing 200 available films and 
asking viewers to indicate their 
10 favorites. The results of the 
vote will determine the schedul- 
ing of the movies in the coming 
months. 

wTAE based the promotion on 
the fact that it has received nu- 
merous letters and phone calls 
requesting certain movies. The 
winning titles will be shown on 
Movie 4 Tonight each night of 
the week, beginning as soon as 
the votes are tabulated. WTAE 
believes that this is the first time 
a project of this type has been 
originated by a tv station. 


interested in getting 200 | 

















































Jerry Austin, 
sidekick of 
“Cannonbali" 
Mike Malone — 
rugged men 
entrusted to 
maintain the 
nation’s com- 
mercial lifeline. 
































ADVERTISERS 


SNAP UP ITC 





CANNONBAIL 


New Markets Sold 
Each Day- Wire Now 
For Your Choice 
Of Availabilities! 


Dynamic action adventure and 
intense human interest! 





BRAND-NEW by Robt. Maxwell, 
creator of LASSIE! 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. N.Y. 22° PLaza 5-2100 
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Business barometer 
Leen c ccc cn ccc cn nnn 


The January decline in spot television billings was only seasonal in spite of the 
big gains which were chalked up in the last quarter of 1958. 








The exclusive Business Barometer figures indicate that the drop from December to 
January was 2.1 per cent. 


This puts spot billings in January 26 per cent above the place they occupied a year 
earlier, in January 1958. This truly remarkable gain came as a result of big 
business during Sep- 
tember and the final SPOT BUSINESS 
quarter of the year. Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. Jan 
The greatest jump was ' ' 
; ae 
in October. im Se 


| 

| | 
| | 

| 








120 


In October the Business Barom- 
eter check showed a 
gain of 35.5 per cent 
over September, which 
had showed a gain of 
22.5 per cent over 
August. In November 
the drop was only 
slight—0O.6 per cent. 
Even the 14.1-per-cent 
drop in December and 
the continued 2.1-per- 
cent drop in January 
left the total busi- 
ness far ahead of that 
a year earlier. 








L110 











100 


90 


80 


Comparing January’s drop with 
that in previous years 
shows declines both 
greater and less. 





60 





In 1954 the January decline in = 


spot billings was 7.4 
per cent. In 1955 it 
was 3.2, while in 1956 
January was up 2.5 per 
cent over the previous 
December. In 1957 
there was again a 
decline in January 
spot business, this 
time of 2.6. In 1958 January was off 4.4, while this year the drop was 2.1. 











410 


A January off 2.1 per cent under December 
B Jan. 1959 up 26 per cent over Jan. 1958 


The TELEVISION AGE Business Barometer survey is conducted on a monthly basis with 
the help of Dun & Bradstreet. Questionnaires are sent to a selected sample 
of stations, including both large and small outlets in all types of markets 
and in all sections of the country. 





The questionnaires are filled out and returned directly to Dun & Bradstreet. That 
firm computes percentages, which are furnished to the editors of TV AGE. 
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“Me an’ J.K. 


is just like this!” WJAR-TV not only has a corner on quality feature films in the Providence 
market, but also exposes them with rare showmanship. Morning and afternoon films, for example, 
are emceed daily by personable Jay Kroll who asks viewers to write and tell him what they would 
like to see, then waits for the mailman to clue him 

on local tastes. Between “acts”, Jay interviews 10th Anniversary of CHANNEL 10 
visiting celebrities, and leaders of local and national 

civic groups. ““The Jay Kroll Show” — another Wj AR-TV 

good reason why WJAR-T'YV has won the T'V heart 

of the PROVIDENCE MARKET. Cock-of-the-walk in the PROVIDENCE MARKET 


NBC - ABC - Represented by Edward Petry & Co., Inc. 
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ABC TV climbs audience-business ladder ... page 25 


Video salesmen must know their product . .. page 25 


CBS Spot Sales supplies ratings estimator . . . page 56 


ABC-TV on the Upbeat 
The 13 additional programs which 
ABC-TV expects to add next fall and 
which the network expects will speed 
its continued journey “to the top” in- 
clude seven in the detective and ad- 
venture category, only two which 
might be termed westerns. Three of 
the new programs are comedies or sit- 
uation comedies and one a different 
kind of variety panel show. 
Announcement of plans for im- 
proving programming concluded the 
first showing of an hour-long cello- 
matic presentation. During the show 
some 1,000 agency, advertiser and 
network executives found their atten- 
tion torn between the spectacular 
gains chalked up by the network in 
two years (since the last such pres- 
entation), a top-flight magic show 
presented by Milbourne Christopher 
whether the 
voiced the presentation would make 


and doubt men who 
it through the program without fall- 
ing from the 10-foot ladders on which 
they were perched. 

The ladders were everywhere, em- 
phasizing the “right to the top” point 
of the presentation. A number of the 
network’s stars, including Dick Clark, 
Jack Kelly, Hugh 


0’Brian and others, were presented in 


James Garner, 
a final scene, all perched atop quiver- 
ing ladders of varying height. After- 
ward the 
$4,000 worth of aluminum ladders to 


network delivered some 
agency and advertiser executives as a 
reminder of the promotion. 

ABC-TV was presented as: 

l. The network with the best night- 
time cost efficiency. 

2. The leading network on four 
nights a week. 

3. The network with five of the 
Nielsen top 10. 

4. The network with the greatest 
proportion of its audience in the un- 
der-40 age bracket. 





5. The 


have made the greatest gains locally 


network whose affiliates 


in the past year. 

Program changes promised for fall 
include: 

On Monday, Adventures in Para- 
dise, a series of hour dramas based on 
James Michener’s Tales of the South 
Pacific, produced by Martin Manulis, 
and The Troubleshooters, starring 
Keenan Wynn and Bob Mathias in the 
adventures of a pair of construction 
engineers. 

Tuesday, Robert Tayler will be 
presented as Matt Holbrook in Cap- 
tain of Detectives. 

On Wednesday, the Warner Bros.- 
produced Bourbon Street Beat will be 
new. 

Dick Clark’s World of Talent, a 
panel show about show business, and 
the Screen Gems hour show, The Fat 
Man, starring Robert Middleton, will 
be added on Thursday. 

Friday, Cry Fraud, starring Bob 
Rockwell as an investigator for an in- 
surance company, is an adventure 
program using the documentary tech- 
nique. 

The War Against Crime, on Satur- 
day, is a Warner Bros. series of hour 
programs on Federal law enforcement 
starring Frank Gifford and Dallas 
Mitchell. 

On Sunday, The Alaskans is added, 
a Warner hour-long adventure show 
about the gold rush. 

Other shows being developed in- 
clude: Lincoln Jones, the story of a 
crusading young lawyer, starring 
James Whitmore and Peggy McCay; 
The Confessions of Willy, the tale of 
an incurably romantic shipping clerk, 
starring Robert Morse; The Big Walk, 
the life of a foot patrolman, starring 
Richard Shannon; Cissie, the story of 
the Shanks family, starring Molly Bee 
and written by Mac Hyman; Doc 
Holliday, starring Adam West as the 





THE WAY IT HAPPENED N € WS fr oO nn t 









John B. Simpson (1.) of Foote, Cone 
& Belding, and ABC-TV president 
Oliver Treyz with one of the ABC 
aluminum ladders. 


Virginia gentleman turned gunman, 
and Where There’s Smokey, starring 
“Soupy” Sales as a wacky fireman. 


Tv Announcer 

“If a television announcer won't 
take the time and trouble to learn 
everything he can about a sponsor’s 
product and company, he shouldn’t be 
hired by the smart advertiser.” Dick 
Stark, video salesman for Remington 
electric shavers and other products, 
made that statement at a recent meet- 
ing of the Association of Advertising 
Men and Women. 

Mr. Stark, who has spent 27 years 
in broadcasting, decried the long 
hours spent in commercial research 
and creation on the part of an agency 
and its client, while the announcer 
who delivers the finished message is 
often quickly chosen on the basis of 
good looks. “It must be realized,” he 
said, “that the tv spokesman is ac- 
tually a salesman for the company he 
represents—a salesman who makes 
more calls on prospects n an evening 
than the president of the firm could 
do in a lifetime. In addition, the video 
salesman differs from the usual kind 
in that he must anticipate a prospect's 
questions and answer them before 
they are asked.” 

To help them realize the most profit 


(Continued on page 56) 
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DENVER POST 
Journal} American 


The Houston Press 
Che San Diego Union 


‘he Columbus Citizen 


CHICAGO DAILY NEWS 


The Call ‘cas: Dulletin 


The Wyoming Eagle 


STORIES 
THAT 
SHOCK 
A‘NATION! 


41 


~~ wer 





eae 
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‘The average increase in|’) 





Headley-Reed represente ! 


over last was 





() 





a 
‘| we billings, for the sixteen 


te 1 V stations for this January 







HEADLEY-REED Company 


HILADELPHIA 
Tr. Lous 
N 


s 
SAN FRANCISCO 


> 





pause for network rdentification 





NTI, October 1958 —February I, 1959 
February I, 1959 











The current television season is now at a point where the 


long-term achievements of the networks can be objectively 


measured and clearly identified. 


In terms of the criteria that are most meaningful to advertisers 
and their agencies—size of audience and cost per thousand — 
this* is the CBS Television Network in March 1959: 


It has the largest average nighttime audience of any network. 


(14% bigger than the second network, 27% bigger than the third) 


It has the largest average daytime audience of any network. 


(8% bigger than the second, 97% bigger than the third) 


[t has as many of the top ten programs and as many of 
the top forty programs as the other two networks combined. 
(5 of the top 10, 20 of the top 40) 


It has the largest audiences in more nighttime half-hour periods 


than the other two networks combined. 


It has the largest audiences in more daytime quarter-hour 


periods than any other network. 


It has the lowest average cost per thousand for all nighttime 


programs. (3% lower than the next network) 


It has the lowest average cost per thousand for all daytime 


programs. (12% lower than the next network) 


It is also significant that the latest Nielsen report** continues 
to identify the CBS Television Network with the largest 


average audiences, day and night, in all television. 


This kind of identification perhaps explains why so many 
advertisers are crystallizing their program decisions earlier 
than ever before and are turning again to the world’s largest 
single advertising medium. THE CBS TELEVISION NETWORK 





FORMIDABLE 
FORMULA 





Formula for the Rebirth of a TV Station: 


Take an excellent established facility — 


WKTV UTICA-ROME -— 


’ since 1949 the only station serving 
‘ 1U) efor acelanl-eam cal-Mmal- 010) smc Ac) da manl-iece) ele) iitia 

4 THE NEW a market. Tastefully blend in the 
4 ; WKTV q programming of all three networks. 
a TICA: ROM 5 Switch the frequency from channel 13 


~~ CHANNEL = to channel 2. Place under vigorous 


% experienced new ownership and management. 


Then add the sales catalyst — announce the 
appointment of H-R TELEVISION, INC., as 


national representatives, effective immediately. 


The result? The rebirth of WKTV, 

dedicated to giving advertisers unprecedented 
sales results in the prosperous, 

burgeoning Mohawk Valley 

H-R also represents WKAL, Rome-Utica 


Paul F. Harron, chairman 
Gordon Gray, president & general manager 
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Grooving @ the pitch 


Studies indicate 


placing commercials may be 


as important 


as what they say 





p" down the great majority of advertisers 
and agency men as to what they look for 
in buying a television program, and the twin fac- 
tors of cost and maximum audience leap to the 
fore. True, more prominence has been given re- 
cently to such ideas as “creativity” and “quali- 
ty,” but these abstractions will not supplant the 
concrete aim of getting the largest number of 
viewers for the fewest dollars. 

In practice, this aim is simply realized: buy 
an inexpensive, top-rated show during a peak 
viewing period. Could anything seem simpler? 
Or be more difficult to do? 

Still, there have been cases where the simple 


formula was followed precisely, and yet where 
the high-rated, much-loved program didn’t sell 
enough of the sponsor’s product to make contin- 
uance worthwhile. On the other hand, less-liked 
shows have been highly successful for their ad- 
vertisers. 

One of the primary reasons underlying such 
case histories is that, as discovered by many agen- 
cies and advertisers alike, it’s not always who 
sees the show that counts—but who sees the com- 
mercials. 

A point of which agency men and their clients 
are becoming more and more aware is that con- 
siderable money can be spent on developing a 








commercial, testing it for effective- 
ness, revising it for even greater im- 
pact and then placing it in a tv pro- 
gram watched by 50 million people 
—where only some of those people 
see the complete message, some see 
part of it, and many don’t see it at all. 

Again, it’s possible that of the peo- 
ple who view the entire commercial 
many are not the prospects the ad- 
vertiser wants to reach. 

Through data furnished TV AGE 
by the A. C. Nielsen Co., effectiveness 
of particular commercials is found to 
be dependent partly on where the an- 
nouncements are placed in a program, 
the influence of preceding and fol- 
lowing programs, audience flow in 
and out of the show, and audience 
composition. 

An illustration of how these factors 
can be utilized to increase the selling 
ability of announcements appears in 
a minute-by-minute audience study 
during a typical evening hour’s pro- 
gramming (Fig. 1). 

It is well known that sets-in-use 
figures rise during the early evening 
hours and decline during the later 
hours. However, the increase tends to 
be gradual in most instances, while 
the decrease is generally more accele- 
rated. Looking at it from the adver- 
tiser’s viewpoint, a sponsor on a show 
telecast during early evening might 
be better off holding his important 
commercials until the end of his pro- 
gram. A difference of only a few min- 
utes could mean that several miliion 
additional people would view his an- 
nouncement. Conversely, a late-eve- 
ning sponsor would do well to get his 
message on early, before viewers tune 
out and head for bed. 

Now, the minute-by-minute chart 
shows two half-hour periods between 
8 and 9 p.m. Assuming two 30-min- 
ute shows fill the time slot, a casual 
observer might suggest placing each 
program’s allotment of three one-min- 
ute commercials at the beginning, 
middle and end of the shows. 

From a writer’s position, this 
would probably be highly advantage- 
ous, as it would provide a minimum 
of commercial interruption. The ad- 
vertiser would be less enthusiastic, 
and rightly so. 

The sponsor of the first half-hour 
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would find his commercial at 8 p.m. 
getting a rating of 25.0 (roughly 10 
million homes). This is considerably 
below the program’s average rating of 
28.0 during the period, In addition to 
the low rating, the initial five minutes 
of the program represent a period of 
high activity in tune-in viewing. 
About a million viewers are joining 
the program from other channels and 
will catch only part of any commer- 
cial broadcast immediately. 

An anneuncement set at the 8:30 
end-of-show time would get a 30.1 
rating—higher than its program’s av- 
erage—but again the period is one of 
intense in-and-out tuning. The initial 
commercial of the following program 
at 8:31 would get a similar rating, 
slightly lower than the average rat- 
ing for its program, and would also 
fall heir to the tuning-activity prob- 
lem. Catastrophically, a commercial 
placed at the show’s close at 9 p.m. 
would miss nearly 24% million view- 
ers who have already tuned out to an- 
other channel. 


Audience for Middle Spot 


In both instances, the middle com- 
mercials would do fairly well: the one 
at 8:15 reaches about 200,000 homes 
above the average for the show and 
is placed in a period of very slight 
tuning activity; the one at 8:45 also 
garners a rating above the program 
average and correspondingly is in a 
time of low activity. 

In order to assure the maximum 
attention for each commercial, how- 
ever, it obviously is better to group 
them during the central 20-minute 
portion of the programs. During the 
first half-hour, announcements at 
8:05, 8:15 and 8:25 would each reach 
virtually the full program audience, 
with little tune-in, tune-out activity. 

Similarly, announcements during 
the second half-hour at 8:35, 8:45 and 
8:55 would produce the same results. 
While such positioning necessitates 
breaking the programs into four parts 
rather than two, commercial effec- 
tiveness is undeniably strengthened. 
In a variety format where continuity 
is less essential than in other types of 
programming, such positioning is 
easy to attain. Recent experiments in 
dramatic shows (Peter Gunn, others? 





indicate the continuity provlem is be. 
ing solved here as well, with the Open. 
ing few minutes filled by a “teaser” 
and the end of the show carrying an!) | 
assortment of epilogue, credits and 
tune-in-next-week billboard. 

Assuming the minute-by-minuy 
audience illustrated in the chart > 
that for a one-hour program, an ad- 
vertiser would profit most by concen- 
trating his commercials in the latter! 
half of the show when viewing is ai 
a peak. Or, if not actually placing the 
bulk of the messages there, he would} | 
slot the most important ones in the 
peak position. 


preceding show 


The effectiveness of a commercial 
is often heightened or weakened by 
the popularity of the program which 
precedes or follows it. If the showe | 
which leads in to an announcemeni}??! 
is reaching a large audience, the mes 
sage may benefit by being viewed by 
many of the members of the other 
program’s audience, even though thejjy 
show it’s in is a weak one. of 

The 8:30-9 p.m. period of Fig, Mer! 
provides an example. Here the hall-)cs 
hour show begins with a rating of ap-her 
proximately 28.0 from the previow °f 
progysm. Only about 400,000 homes, 
or one rating point, are shown as tun-| 
ing to another channel as the show 
begins. With some tune-ins from other 
programs, the show increases its mt 
ing several points during the hal 
hour, then drops sharply in the fin 
five minutes. The drop is largely 
tributable to several million vi 
switching to another channel in pre 
aration for a subsequent prog 
The following show on the same et 
nel has a 23.2 rating. 

It might be advisable for the fix 
commercial in the half-hour show 
appear shortly after the program & 
gins in order to take advantage of 
strong lead-in audience. Thus, if! 
show’s rating should slide during 
remainder of the period, the great 
audience would have been read 
with the sales message. As the foll 





























ing show has a rating much lo 
than its predecessor, it might be 
vantageous to get its first commert 
in early as well, capturing as much 
the audience as possible before 
ther tune-outs. 

Nielsen’s minute-by-minute 4 
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on vi ig a 90-minute dramatic program, 
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- prograng wulience during each five-minute 
period. 
twill be noted that each half-hour 


same cf 





or the fing pint is one of high tuning activity, 
ur showi™"ih dial-switching particularly in- 
rogram lg during the first and last five min- 
itage of tig ues of the show. 
‘hus, if 8 While it could be argued that a 
during ®cmmercial should be placed imme- 
the grealt@fiately at the start of the program in 
en reachigmde to reach the most viewers (as 
the follomite preceding show had a 19.1 rating, 
puch lowgjal the drama dropped several 
ight be #@{pinis), the chart shows some 600,000 
commerdigges tuning in and some 1.5 million 
as much@imes tuning out during the first five 
before fiftintes of the show. Obviously, these 
vers are not going to catch all of 
inute dae lngthy commercial. 








8:20 8:25 8:30 8:35 


The situation is more pronounced 
at the close of the program. Here, dur- 
ing a five-minute stretch, about 800,- 
000 homes are switching to another 
channel, 1.2 million are tuning in 
from other channels, and 1.5 million 
are closing up their sets for the night. 
Few commercials could make maxi- 
mum impression during such heavy 
traffic. 

Often, one advertiser has several 
types of commercials which he uses in 
a single program. The “activity pe- 
riods” on each half-hour are definite- 
ly more suited to the reminder type 
of announcement. A full-minute com- 
mercial which demands rapt viewer 
attention is better situated elsewhere. 
Likewise, premium offers, new-prod- 
uct introductions and such will get 
greater reaction when placed in pe- 
riods of viewer attentiveness. 

During the 90-minute show illu- 
strated, the sponsor, E. I. du Pont de 
Nemours & Co., solved its problem of 


8:40 





1. Minute-by minute evening hour audience 
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8:55 9:00 
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how to apportion nine minutes of 
commercial time in a highly success- 
ful manner. 

By using a trio of three-minute an- 
nouncements, du Pont broke its show 
into only four acts. It used the open- 
ing and closing minutes for title and 
credit announcements only, letting 
more than 20 minutes pass before the 
first commercial. Fig. 2 shows that 
audience attention remained steady 
throughout the announcement. In 
fact, there was a slight rating decline 
due to tune-out after the message, but 
not during it. 

After exactly 20 minutes, the sec- 
ond three-minute commercial ap- 
peared. By the time it began, the rat- 
ing had built to equal that of the first 
commercial, and the figure held steady 
through the message. The final com- 
mercial followed by 19 minutes and 
ended a full 23 minutes before the 
close of the program itself. Again, its 
rating was practically equal to that of 
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2. Minute-by-minute evening 90-minute audience 
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the preceding announcements. 

While all advertisers are not able 
to follow du Pont’s commercial pro- 
gramming technique, there is no doubt 
that the system has its merits: the rat- 
ing for each commercial equaled or 
slightly bettered the average rating 
for the program itself. 

As Fig. 3 indicates, the rating fig- 
ures for homes viewing all three min- 
utes of the commercials are only 
slightly lower than the figures show- 
ing homes which viewed one or more 
minutes. While the lack of major dif- 
ference tends to show an audience 
will stay through long announce- 
ments, the creative abilities of the ad- 
vertiser and his agency naturally play 
an important part in holding atten- 
tion. 

Supplementing minute-by-minute 
data in determining what commer- 
cials go where is audience-composi- 
tion material. Figures supplied by 
Nielsen show that there is consider- 
able difference in the proportion of 
men, women and children viewers of 
the same kind of program on differ- 
ent nights, just as there are differ- 
ences in the audiences of different 
kinds of program broadcast at the 
same time on a single evening. 
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A sponsor who believes a panel pro- 
gram represents his best possible buy 
might have his choice of shows A, B 
or C, shown in Fig. 4. As far as view- 
ers-per-home go, program A has a 
sizeable lead over the other shows. If 
price on all three programs is reason- 
ably equal, A would appear to be the 
best buy. 

However, program A has the larg- 
est proportion of children and teen- 
agers and the smallest proportion of 


3. Audience for 
commercials 


one or more minutes 


18.6 


18.5 18.3 








women viewers in its audience, as 
compared to those of the other two 
programs. If the advertiser is selling 
a cereal or similar product, the show 
might be an excellent purchase. How- 
ever, if he is marketing a cosmetic or 
another product that will be pur 
chased exclusively by women, the pro- 


gram could be a poor choice. For the| ‘ 


maker of a product which is pur 
chased equally by men and women, 
Sunday’s program C with the largest 
percentages of men and women view 
ers appears the most sensible buy. 
The final points to be considered in 
commercial placement within a pro 
gram framework are those of audi 
ence turnover and duplication of com 
mercials. Nielsen information reveak 
that of the three du Pont announce 
ments in the 90-minute show dis 
cussed earlier, 63 per cent of the 
viewing audience saw all commereiak 
in their entirety, 19 per cent saw te 
full commercials, and 18 per cent sa¥ 
all of one commercial. Of those # 
ing one minute or more of the a 
nouncements, 65 per cent saw part of 
all three messages, 18 per cent S¥ 


part of only two, and 17 per cents) * 


part of only one. 
Although the percentage of home 
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program broadcast from 11:30 p.m. 
to 12:30 a.m. in the eastern time zone, 
it would appear the earlier an adver- 
tiser get his commercial into the pro- 
gram, the better. Obviously, as the 
hour grows late, more persons desert 
television for sleep. 

With the Paar show, however. the 
large midwest area of the country 
does not join the program until mid- 
night in New York, or 11 p.m. cen- 
tral time. Both east and midwest see 
the show’s second half-hour simultane- 
ously. When it ends, the eastern area 
sees a third half-hour while the mid- 
west is tape-fed a recording of the 
program’s initial 30 minutes. 

As three network minutes are sold 
in each half-hour of the Paar telecast, 
an advertiser whose commercial is 
viewed first in New York finds it is 
seen fourth in Chicago. Conversely, 
the announcement viewed fourth in 
New York is first in Chicago. 

According to Jim Hergen, sales di- 
rector on the program, another vari- 
able is introduced in that the big- 
name guest stars appear during the 
(Continued on page 80) 


4. Audience composition 
of panel shows 


viewers per home 





2.5 2.1 2.1 
4 
children 19 
teens 51 
47 
women 43 
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Tv is the catalyst 


i April Fuller & Smith & Ross 
moves into the Tishman Building 
at 666 Fifth Avenue. This tenant will 
put the new New York skyscraper’s 
tv billings (for resident advertising 
agencies) well over the $160-million 
mark. Benton & Bowles and Ted Bates 
are already there, with a combined 
$146 million going to tv (not to men- 
tion the firm of Revlon, Inc., $7.2 
million last year). 

This probably makes 666 the num- 
ber-one tv-billing center of the world. 
And while FSR’s $11 million in tv 
may seem slight next to the Bates and 
Benton & Bowles contributions, the 
agency very definitely brings new 
dimensions to the modus operandi of 
the gathered. 

The new dimensions are in the ma- 
terial and in the abstract. The ma- 
terial: clients. The abstract: tv ap- 
proach. 

As to the former, FSR’s clients are 
different from the others now being 
serviced out of the Tishman edifice— 
as a matter of fact, different from 
those innumerable ordinary-product 
purveyors on tv. The agency has no 
soaps, no toothpastes, no cosmetics, 
no foods, no cigarettes and no cures. 
Imagine Benton & Bowles without 
General Foods or Procter & Gamble 
(said to be two-thirds of that agency’s 
billings) ; or imagine Ted Bates with- 
out Continental Baking, Miles Labo- 
ratories, M&M candies or what three 
out of four doctors recommend. 

The closest FSR client-products 
come to any of the above impulse 


items is the “controlled” impulse to 
buy such products as Super Kem- 
Tone, Waring Blender, Cool-Ray sun- 
glasses and Bolex cameras. One of the 
oldest agencies in the country 
(founded in 1907 in Cleveland), FSR 
has had to find new and unique ways 
to use the newest medium. While 60 
per cent of the agency’s $44-million 
billings now goes to consumer media 
(due mainly to diversification and 
new-product development by old 
clients) , the products have been hard, 
and the sell has perforce been soft. 

The FSR approach is exemplified 
by this unusual declaration from ihe 
company’s senior vice president of tv 
and radio, Art Duram: “If this 
agency had a list of 10 musts for 
television, cost-per-thousand and rat- 
ings would rank ninth and tenth.” 

Among the agency’s major tv 
clients are Alcoa, Libby-Owens-Ford, 
the Edison Electric Institute (“live 
better electrically”), Universal CIT 
(auto financing), Sherwin-Williams, 
American Greetings Corp. (greeting 
cards), American Optical and Wear- 
ever. For these manufacturers, the ma- 
jor tv factors have been the commer- 
cial itself and, very often, the “pro- 
gram environment” and promotability 
to trade elements. This promotion or 
merchandising accomplishes a most 
important objective for FSR’s tv 
clients: a closer link between manu- 
facturer and distributor. 

Besides their special problems, the 
agency’s clients have relatively limited 
budgets, which intensifies the need for 


FSR president Robert Allen talks cross country to 500 


38 


agency employes via closed-circuit. 





At Fuller & Smith & Ross 


ratings and cost-per- 


thousand are secondary 


considerations 


FSR’s creative innovations in ap- 
proaching tv. 

Mr. Duram believes that Alcoa is 
a good example of “using tv almost 
to perfection.” In the medium since 
1946, the aluminum company has in- 
creased its image with the public 
and manufacturers using aluminum 
via its support of such shows as Ed 
Murrow’s See /t Now. Currently, with 
six programs monthly, Alcoa Presents 
and Alcoa Theatre, the company is 
using tv for what Mr. Duram calls 
“customer support.” Alcoa has hun 
dreds of manufacturer-customers 
who make everything from cookweat 
to aluminum boats to residential 
homes. The two half-hour shows pro- 
vide 18 commercial presentations each 
month. Along with prints of air com- 
mercials, each customer is reminded 
of Alcoa support by the impact of pro- 
motional and merchandising aids. 

One of the big problems here—or 
big differences when considering the 
residual value of a commercial for an 
impulse item—is the number of one- 
shot films the agency must produce. 

Within a budget of over $5 million 
this year, Alcoa is spending $700,000 
on commercial production alone. The 
creative end of commercial produc- 
tion in New York is under the direc- 
tion of vice president and creative di- 
rector Pete Cardoza. 

Another example of FSR’s_ un- 
usual approach was last year’s 12- 
month campaign for Libby-Owens- 
Ford, makers of Safety Plate Glass, 








Thermopane, mirrors and other allied 
glass products. Buying into CBS-TV’s 
Perry Mason and the NCAA football 
schedule on NBC-TV, the agency told 
the viewing public about the superior- 
ity of Safety Plate Glass windows, 
which are found on all General Mo- 
tors cars. The campaign created a 
Detroit 
(and a quick change of heart among 
many GM executives and GM deal- 
ers). It also created a new sales wedge 


tremendous impression on 


in GM salesrooms around the coun- 
try. Dealers and their salesmen had 
rarely thought of the windows of their 
cars as selling points until tv-viewing 
customers came around asking about 
them. 

In the same brace of buys, the 
agency inserted commercials for L-O- 
F mirrors and Thermopane windows. 
This phase of the campaign also had 
an impact on dealers in the line, most 
of whom stock and sell several kinds 
of residential building glass. In the 


commercials, viewers were invited to 
call Western Union operator 25 for the 
name of dealers near their homes. 
The scheme was particularly success- 
ful in median and small communities 
where one dealer could be singled out. 

One of FSR’s first tv innovations 
was for former client Owen-Corning- 
Fiberglas. In the early days of Arthur 
Godfrey’s morning show, FSR made 
the first purely institutional daytime 
buy for O-C-F’s Fiberglas. Godfrey 
chatted about Fiberglas between sips 
of Lipton’s tea and made the product 
name a household word. The com- 
pany’s aim was department-store dis- 
tribution for glass curtains. Godfrey 
got it. 

Vertical saturation is the big buy 
in tv daytime today (as opposed to 
horizontal saturation in the early days 
of tv, a Monday-Friday spread in the 
same time slot). FSR pioneered the 
vertical concept in a spectacular way 
back in 1954 when the agency bought 


12 shows in one day for Aly 
Christmas drive (aluminum gifts), 
The sponsor’s unduplicated 
ence for the 12 shows put it in m 
place when rated against the nig 
time shows for that day. Incidentalh 
the cost-per-thousand was well help 

the going nighttime rate. 

In 1953 FSR bought into two hal 
hours of daytime for Westinghos 
appliances. The aim was to crea 
store traffic and shake dealers out g 
their apathy toward any one com 
pany’s products. A contest was fe 
tured in which the housewife had } 


000 returns—each one a dealer pros 
pect—believed a record to this day,| $ 


housewives to stop by their k 
Sherwin-Williams outlet and pick w 


FSR’s sr. v.p.’s with president Allen (l. to r.) Maddox, corporate services; 
Duram, tv-radio; Williams, development; Mr. Allen, and Skade, administration. 

























for Alou the color-harmony book. They were 
im gifts), § advised that they could borrow one 
cated aud for home perusal. The books cost $12 
it in nin and were gathering dust at the dealers 
the night when the promotion started. In no 
ncidentalh time at all even the smallest dealers 
well hs were ordering up to 15 books a week. 
The underlying scheme, of course, 
to two half was to get the dealers to use the book. 
minal Fach borrowing of the book was worth 
$ to creat definite sales dollars. 
alers outo] The agency's successes have not 
’ one - been forgotten. The institutional cam- 
St was fee) paign of the Edison Electric Institute 
wife had | —once again heavily merchandised 
the dealers! to utilities, electrical manufacturers 
> promotion and their dealers—is currently on 
than 250.) NBC-TV’s The Price Is Right, Tic Tac 
dealer pros} Dough and County Fair, representing 
© this day,j $1 million in billings. 
tothestor| These special campaign techniques 
aints, PS§Rjhave called for constant review of Meh )/ ff f Art Duram, sr. v. p., tv-radio 








. He markets and media strategies by 
their Fors research and media depart- 
ind pick 4 (Continued on page 58) 





Pete Cardoza, creative director, tv-radio 





Byron McKinney, production 
manager, tv-radio 








..»soup to soap 


There’s no end 
to variety of sponsors 
commercial producers 

face on network 


participation show 


hen Dave Garroway stole a fin- 
ger-full of what he understood 
to be whipped cream while delivering 
a pitch for a certain cake mix on the 
NBC-TV Today show recently, he was 
what it 


For some- 


unintentionally illustrating 
means to work in live tv. 

body had decided to dress up the cake 
with shaving cream, and not even Mr. 
Garroway at that moment was able 
to hide his emotions, which must have 
been mixed—a mixture. that is, of 


disappointment and nausea. 

Similar, more dramatic incidents 
have occurred on NBC-TV’s The Jack 
Paar Show, which shares this distinc- 
tion with Today: 
advertisers than any other program 


it has more different 
on network television. And perhaps, 
in direct ratio, that many more prob- 
lems. 


NBC-TV’s two part'cipating pro- 


grams have had a long and successful 
history operating in what can be de- 
scribed only as fringe time. Part of 
that success can be attributed to the 
sales structure set up for the shows, 
and to the care with which varying 
(and sometimes conflicting) adver- 
tisers are handled. With each pro- 
gram, it is the commerc’al producer 
who, with infinite tact and occasional 


ruthlessness, guides the day-to-day 
operations. 
Perry Massey, commercial pro- 


ducer of the Paar show since 1957, 
works closely with management and 
the programming and sales depart- 
of NBC-TV, 


numerous agencies and their clients. 


ments as well as with 


Win Welpen, commercial producer of 
November 1958, 


maintain similar close contacts. 


Today since must 


Both men are conscious of the spe- 


Dave Garroway (l) and Win Welpen discuss a morning’s messages 
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cialized natures of their respective 
shows, and each attempts to blend 
various kinds of commercial pitches 
for various products with the over-all 
tenor and mood of the programs. Con- 
sidering the variety of sponsors (from 
Maremont mufflers to Nytol), this 
isn’t as easy as it sounds. 

“The most important aspect of the 
commercial producer’s job,” says Mr. 
Massey, “is meticulous pre-planning 
to tailor copy and block commercials 
to the specialized nature of the pro- 
gram.” 

Mr. Welpen, with a similar prob- 
lem, says that now that the Today 
show has moved out of the RCA Ex- 
hibition Hall in New York to an NBC 
studio there, the entire staff is in a 
better position to do more commer- 
cial prodcction “and better tailor 
commercials to the sponsors’ needs, as 
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well as integrate them with the format 
of the show.” That he says, is the goal 
of his whole operation. 


Although it would be difficult to 
say precisely what the format of eith- 
er show is (since they are so in- 
formal), the producers have a pretty 
good idea of what they like and what 
they don’t like in commercials. And 
their tastes and preferences are re- 
lated to the programs for which they 
work. 

Mr. Massey prefers simple, unclut- 
tered commercials with a minimum of 
fancy camera angles. He doesn’t care 
for staccato-like, hard-sell pitches and 
attempts to keep the messages warm 
and relaxed. This is all part of an at- 
tempt to give the advertising message 
some meaning within the context of 
the Paar stanza, to give it the same 


feeling. 


Late evening sponsors get trea eC essrs. aar, owns an asse 
Lat g S| t treated by M P. D d Massey 





Thus, on most live commercials 
some sort of endorsement lead is giv- 
en by Paar (who has pre-tested all 
products). The actual copy has been 
cleared by Mr. Massey, and it goes to 
Hugh Downs, the announcer, who may 
demonstrate or explain the copy, 
which may be hard sell in nature, but 
which is not delivered in that manner. 
To the average viewer, in fact, Mr. 
Downs’ only difficulty seems to be in 
giving some semblance of order fol- 
lowing a comedy routine or an in- 
formal conversation. 


When Today’s Garroway has de- 
livered a commercial, several things, 
directly related to the nature of the 
program, have happened. In addition 
to a routine chain of occurrences that 
precede any on-the-air pitch, Garro- 
way checks the script and on occasion 


(Continued on page 75) 








What per-cent 
prospects? 


Pulse finds ratings 
not always best key to 
program efficiency 


for an advertiser 


n the midst of an industry beset by 
by cries of “copy-cat” and “look- 

alike programming,” a number of ad- 
vertisers have reportedly begun to 
think less about mere size of total 
audience and more about whether the 
audience they’re reaching is the kind 
that will buy their products. It’s well 
known that among video’s numerous 
success stories lurk several tales of 
top-rated programs that just didn’t 
move merchandise. 

To help program sponsors deter- 
mine the percentage of sales prospects 
in their audiences, The Pulse, Inc., 
late last year added a new dimension 
to its monthly Telepulse report. In 
addition to the usual ratings, each re- 
port now carries a qualitative break- 
down on a single characteristic of 
100,000 tv homes. During recent 
months, figures have been given on 
household toiletries and cigarette ex- 
penditures, automobile usage, num- 
ber and age of children in each fami- 
ly, and similar topics. 

How this material becomes useful 
to the advertiser can be shown by the 
conclusions drawn from the Telepulse 
analysis of household food expendi- 
tures, for example. In its November 
report, Pulse noted that of 100,000 
homes, 36 per cent spent a “below 
average” $20 or less each week for 
food. An “average” group of 35 per 
cent of the homes spent $21-$30, while 
the “above average” group of 29 per 
cent spent more than $30 weekly. 

In Table 1 appears a breakdown of 
the various kinds of available pro- 
gramming and the average rating for 
each, along with the percentages of 
the audience for each group falling 
into the average, below-average and 
above-average categories according to 
food expenditures. 

The majority of food advertisers 
would be primarily interested in 
reaching the greatest percentage of 
families spending an average and 
above-average amount for groceries. 
Assuming that factors such as pro- 
gram cost and ratings were equal, 
children’s shows in daytime—with 70 
per cent of their audience in the aver- 
age-and-above groups—show up as the 
best choices for food sponsors. Such 





programs also have the lowest per- 
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centage of viewers in the below-aver- 
age group of daytime video watchers. 
(Remember that the below-average 
homes automatically represent a small- 
er market for most high-quality food 
items. ) 

Among the nighttime shows, west- 
erns reach the greatest number, 68 per 
cent, of the homes spending more food 
money. As with the kid shows, west- 
erns also pull the smallest percentage 
of below-average spenders. 

Obviously, homes with children in 
them will spend more for the weekly 
groceries than homes with only a mar- 


than growing children and youthful 
families. The percentage of soap-opera 
viewers in the average spending group 
is a low 31 per cent. 

A logical explanation for the high 
above-average figure (35 per cent) for 
daytime quiz shows might be that 
viewers enjoy having other family 
members watch the programs with 
them, thus making a game out of the 
show, with the home viewers playing 
along. Such a situation necessitates a 
more-than-two-person family, which 
consequently means above-average 
food expenditures. (While the figures 


TABLE 1 


W eekly Expenditures for Food & Groceries 


Average 
Pgm. category Telepulse 
DAYTIME 
Kid shows 9.7 
Soap operas 6.7 
Quiz, audience participation _ 5.7 
VIGHTTIME 
Musical 12.5 
News, public events 5.4 
Quiz, etc. 13.8 
Mystery, crime & melodrama __ 16.0 
Dramatic 20.6 
Western 17.6 
Sit. comedy 18.6 
Comedy, variety 22.1 


ried couple, While the influence of 
children in affecting product pur- 
chases varies according to kind of 
product, cost, ete., many advertisers 
may want to aim for this broader mar- 
ket. 

As Table 1 shows, daytime soap op- 
eras, with little appeal for children, 
rank highest of the day categories 
with homes spending the least for 
food. It could be assumed that the 35 
per cent of viewers watching soapers 
in this below-average group are the 
female members of a_ two-person 
household. Age also is a factor which 
affects food purchases: mature and 
elderly persons generally eat less— 
and eat simpler, less expensive food— 


Below Above 
Average Average Average 
(36% ) (359) (29%) 
30% 36% 34% 
35 31 34 
32 33 35 
36 34 30 
39 34 27 
38 34 28 
35 35 30 
35 34 31 
32 37 31 
34. 33 33 
37 34 29 


are significantly different for night- 
time quizzes, the night programming 
picture is much more competitive and 
creates an entirely new situation. ) 


Percentages in themselves are not 
enough in an evaluation where a small 
difference in percentage might mean 
a difference of several million homes. 
Table 2 illustrates a comparison by 
program type, westerns vs. situation 
comedies, 

Adding the average and above-av- 
crage food-spending tv homes (as de- 
rived from the 100,000 interviews 
and the Telepulse ratings), it is found 
that situation comedies reach 4,910,- 
400 such homes, while westerns reach 
only 4,747,200—or 163,200 less 
homes spending $20-and-above for 
food. A quick glance might indicate 
the westerns are a poorer buy for an 
advertiser wishing to reach the larg- 
est audience with the most money to 
buy his product. 

On the other hand, when the below- 
average groups for each type of pro- 
gramming are compared, situation 
comedy shows have 324,800 more 
homes among the part of the audience 
with less money to spend on food. 
From this figure, the 
conclusion which must be arrived at 


superficial 


is that the westerns represent a better 
buy. 

Another illustration offered by Dr. 
Sydney Roslow, director of The Pulse, 
Inc., points out that individual pro- 
gram measurements are far more sig- 
nificant than those from program 
firm’s 


qualitative study on cigarettes, two 


categories. In the research 
shows sponsored by tobacco compa- 
nies were studied. 

Program A was found to be reach- 
ing. among its total audience, 15 per 
cent of homes with no smoking fami- 
ly members, 41 per cent of homes 
with one smoking family member and 

(Continued on page 60) 


TABLE 2 


Program 
Western 
Sit. Comedy 


Avg. Telepulse 
17.6 7,040,000 
18.6 7.440.000 


# Tv Homes 


# Homes By Food Expenditures 


Western 
31% 2,182,400 
37% 2,564,800 
32% 2.212.800 


(Above Avg.) 


(Below Avg.) 


Sit. Comedy 


33% 2,455,200 
(Average) 33% 2,455,200 
34% 2,537,600 
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Theatre-trained telecaster 


Film experience has proved useful to Florida-station-owner Mitchell Wolfson 


Native Floridian Mitchell Wolfson is 
president of wtvJ Miami and co- 
owner of the Wometco Theatres chain 
of more than 40 motion-picture 
houses. He is also director of WFGA-TV 
Jacksonville and president of WLOS-TV 
Asheville, N. C., as well as a director 
and member of the executive board 
and chairman of the television and 
finance committees of the Theatre 
Owners of America, of which he was 
president in 1952. Holder of director- 
ships in numerous Miami. civic and 
business organizations, Mr. Wolfson 
has served on the Miami Beach City 
Council and is a biographee in Who's 
Who in America. 


hen, after 24 years in the thea- 

tre business, we launched Flori- 
da’s first television station in 1949, 
many of our friends “cluck-clucked” 
and raised their eyebrows. “Imagine 
a motion-picture exhibitor joining 
the enemy corps to promote that 
silly little box known as television. 
It won’t amount to much,” they 
chorused. 

But now, as 1959 signals wWTVvJ 
Miami’s 10th anniversary and Wo- 
metco Theatres’ 34th anniversary, 
both enterprises are prosperous and 
going concerns. Some say that tele- 
vision and movies are competitive . . . 
here in Miami we have used them to 
complement each other. 

The aid our theatres have received 
from WTVJ is a major factor in their 
success—witness the fact that we have 
even added new theatres since tele- 
vision came of age. But that story 
belongs in a theatre magazine. 

How did our huge well of theatre 
experience help mold wtvJ into what 
we are told is one of the nation’s top 
regional television outlets? 

Theatre experience provided us a 
running start into television in sev- 
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eral fields—promotion, programming, 
public service, news and appreciation 
of the potential of film. 

One of those ingredients—news- 
is perhaps our most startling declara- 
tion, so we'll explain that first. 

Wometco learned the value of news 
as an adjunct to entertainment back 
when talking pictures were still a 
novelty. Throughout the history of our 
chain of more than 40 theatres, we 
have programmed newsreels as an in- 
tegral part of theatre fare. For more 
years than I can remember, the thea- 
tres have had a standing order: “If 
you are forced to cut something in 
the interests of time, cut anything but 
the newsreel.” 

When The March of Time movie 
subjects were made, Wometco was the 
first exhibitor in the U. S. to buy 
these films, and we showed them year 


after year, often exploiting them as 


much as the main feature itself. 
Perhaps the most applicable exam- 
ple is the pre-tv experiment we tried 
in two of our theatres. We actually 
set up a news department to gather 
local news on 16mm film, and then 
programmed our own local newsreel 
via a 16mm projector in the theatres. 
The project failed to work out, due to 
physical and financial drawbacks. 
But through it all, we developed 
an acute sense of the value of news 
as well as news values. And when 
WTVJ first went on the air, it was 
only a short time before we began 
building a large and completely 
Right 


away, WTVJ began eliminating the 


equipped news department. 


long takes of an announcer plastered 
on the screen droning out the news, 
which we considered a “roll over” 
from radio—and so we went to film 


(Continued on page 60) 
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Announcing... 


AMERICAN RESEARCH BUREAU’S 


1959 TELEVISION 
COVERAGE STUDY 


Unequalled research standards . . . outdates 
any existing coverage studies .. . presents 
latest data on station coverage and 
circulation for more than one hundred 

key television markets... 


ARB’s new 1959 “A-to-Z” television coverage study—just being released— 
surveys selected markets where current information is needed due to recent 
developments affecting: 


@ power or tower 
@ network affiliation 


@ number of stations 


@ community antenna installations 


and the like. 


This Fifth Annual “Abilene-to-Zanesville” study shows TV and UHF saturation 
for each market. And, for each station: @ percent of homes able to receive 
@ weekly circulation @ average daytime and nighttime circulation. 


Only ARB offers new data secured from full sample of respondent families by 
telephone interview. These techniques are in keeping with ARB’s high research 
standards unequalled throughout the industry. 


For descriptive folder and list of areas surveyed, contact your nearest ARB 
representative. 





WASHINGTON @ 4320 Ammendale Road, Beltsville, Md. WEbster 5-2600 
NEW YORK e@ 400 Park Avenue, New York 22, N. Y. Plaza 1-5577 
CHICAGO e 1907 Tribune Tower, Chicage 11, ill. SUperior 7-3388 

LOS ANGELES © 6223 Selma Avenue, Hollywood, Calif. HOliywood 9-1683 
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Film Report 


TAPE FOR A STORY 

Robert Herridge, who plans to turn 
in a tape series to CBS Films for under 
$15,000 per half-hour, may prove to 
be something of a subversive influence 
in television: he’s out to undermine 
high costs. 

The economics of the medium have 
reached such a point that a producer 
today can gamble only on a sure hit, 
says Mr. Herridge, and this in turn 
has led to a great deal of rewriting 
of sure hits, and to still more imita- 
tions of sure things. 

Mr. Herridge is involved in what is 
certainly the first major program 
series utilizing videotape, and he can- 
not be called imitative. He will have 
three half-hours completed by April 
15 and a total of 13 by Aug. 1. Of 
those programs, three will be orig- 
inals, two will be new versions of 
works previously attempted, and the 
others will be either adaptations of 
classic short stories (such as de Mau- 
passant’s A Piece of String) or re- 
creations of little-known dramas (such 
as O’Neill’s one-acter, /n the Zone). 

CBS Films is pitching the series for 
network sale. It has been titled Theatre 
For a Story, and it is Mr. Herridge’s 
hope that it will be a continuing effort 

-that is, production will not stop at 


the end of 39 episodes, but will go on 
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indefinitely. The value of having such 
a continuing theatre lies in its appeal 
to both new and established talent, he 
says, who may feel the need to work 
with more demanding material than 
that with which they normally work. 
(Bringing to mind Marilyn Monroe’s 
desire several years back to play 
Grushenka (“she’s a girl”) in The 
Brothers Karamazov.) 

Savings in production can _ be 
effected on below-the-line costs, he 
says. Specifically, “a 
amount can be saved by not using 


tremendous 


realistic sets—costs in this area alone 
have gone up 40 to 50 per cent in the 
last two years.” As producer of CBS- 
TV’s Camera Three, Mr. Herridge 
frequently used nothing more than a 
bare stage, but managed to give some 


FILM SUCCESS 


he Silent Service, a submarine 
saga distributed by California 
National Productions, has many ar- 
ticulate sponsors. One of these, the 
Pine State Creamery Co. of Raleigh- 
Durham, N. C., has found that it is 
an excellent vehicle for selling milk. 

The program has been sponsored 
by Pine State for over a year on 
WRAL-TV 
indication of its durability can be 


Raleigh-Durham, and one 


gleaned from a recent American Re- 
search Bureau report which gave it a 
16-per-cent share of audience in that 
market. 

“We are certain,” says Ben Kil- 
gore III, advertising manager of the 
company, “that this is one of the 
best films we have ever had, with an 
audience composition of 33-33-33 
This is the 
audience to reach, as we must not 


(men-women-children ) . 


only encourage children to drink 
milk, but their parents must also get 
the message to drink and buy milk. 

“We have been carrying an ARB 
rating of anywhere from 23 to 26, 
which we know is an excellent rating 
for a 7 p.m. Monday time slot in our 
market. It has been an _ excellent 
year.” 

The Silent Service is currently tele- 


feeling, a sense of time and place, to 
those productions. 

Since the properties under consid- 
eration offer prospective actors top 
performance values, the concept of 
the series is equally attractive to 
writers, who may feel the need of 
some “breathing space,” says Mr. 
Herridge. 

A live television technique, ap- 
proaching a stage technique, will be 
used in the production of the tape 
programs. The producer points out 
that with this method a story is told 
through—from the beginning, through 
the middle and to the end—and the 
actors know what is happening, as 
opposed to film, when the last scene 
may be shot first. “The most exciting 
television in dramatic form is when 





On watch in The Silent Service 


in 18] A total of 78 
episodes is available for local and 


cast markets. 
regional advertisers and stations. As 
examples of its versatility, the follow- 
ing are recent ARB share-of-audience 
figures: wBz-TV Boston, 60 per cent; 
wyw-Tv Cleveland, 48 
KRON-TY San Francisco, 43 per cent; 
WJAR-TV Providence, 65 per cent, and 
WFIL-TV Philadelphia, 70 per cent. 


per cent; 


Dramatizing the explcits of the of 
ficers and men in the submarines, the 
series was conceived, narrated and 
written by Rear Adm. Thomas 
Dykers, USN (Ret.). It was produced 
by CNP with the cooperation of the 
Department of Defense and the Navy 
Department. 
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the actors are brought to a certain 
point—a performance point—and can 
follow perfectly the mounting de- 
mands of the script.” 

Mr. Herridge prefers the half-hour 
to the hour form, where he feels there 
is a danger of getting caught between 
characterization and story. “With the 
half-hour form you can get that sud- 
den insight, as you do in a short 
story.” 

Some of the tape programs, in ad- 
dition to those already mentioned (the 
three originals will be done by S. Lee 
Pogostin) are: The Trial and Death 
of Socrates, The Sound of Jazz, a new 
version of Shirley Jackson’s The 
Lottery, a new version of George 
Granberry’s A Trip to Cyardis (pro- 
duced on radio in the late ’30s by the 
Columbia Workshop) and a comic 
hallet about New York. 


OFF THE NETWORK 

Three program series currently run- 
ning on the NTA Film Network will 
be placed into first-run syndication 
after April 5. The three programs, to 
be distributed by Mickey Sillerman’s 
Program Sales Division, are This /s 
flice, Man Without a Gun and How 
To Marry A Millionaire. An addi- 
tional 13 episodes of each program 
are now being produced, bringing the 
number of half-hours on each avail- 
able in syndication to 52. A total of 
26 episodes from each of the three 
shows was telecast on the network, so 
that in markets where a program was 
aired, 26 segments will be new, and 
26 will be re-runs. 


SYNDICATION TIME 

Syndicated programs, it’s generally 
agreed, are getting placed in better 
and better time slots, but exactly how 
extensive this trend is is yet to be 
documented. Two major distributors, 
however, have done an analysis of 
some of their programs, and the re- 
sults are interesting. 

Ziv’s Sea Hunt, as an example. is 
currently being programmed by net- 
work affiliates in prime time in 83 
markets. CBS Films’ Colonel Flack is 
being aired in 88 markets in prime 
time, and 70 stations in those markets 
are network affiliates. 

Other Ziv shows which are getting 


oiectorvor SELLING 
COMMERCIALS 


Amoricen os Association « Lennen & Newell 


WARNER BROS. TELEVISION, Burbank 


Ballantine Beer « William Esty & Co. 


CARAVEL FILMS, INC., New York 


Butter-Nut Coffee Co. « D'Arcy Advertising 


FINE ARTS PRODUCTIONS, Hollywood 


Campbell-Taggert Assoc. Bakeries » Bel-Art Adv. 











KEITZ & HERNDON, Dallas 


Canada Dry « J.M. Mathes 


ROBERT LAWRENCE PRODUCTIONS, INC. New York 


Climalene « D'Arcy Advertising 


' 


WILDING TV, Chicago 


Continental Oil Co. © Benton & Bowles 


HANKINSON STUDIO, INC., New York 


Dr. Pepper Grant Advertising 


FRED A. NILES PRODUCTIONS, INC., Chizago 
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Advertising Directory of 


SELLING 
COMMERCIALS 


DuPont « BBDO 


KLAEGER FILM PRODUCTIONS, New York 


General Mills + Dancer-Fitzgerald-Sample 


Helbros Watches « E.A. Korchnoy 


in 


WONDSEL, CARLISLE & DUNPHY, INC., New York 
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prime time slots on affiliated stations 
include Highway Patrol, on 77 sta- 
tions; Mackenzie’s Raiders, on 70 
stations; Target on 65 outlets, and 
Bold Venture on 63 stations. 


PERSONNEL ... 

Two more regional sales territories 
have been set up within Victory Pro- 
gram Sales, re-run division of Cali- 
fornia National Productions. At the 
same time, one more representative 
each was added to the eastern-central 
and midwest territories of CNP’s NBC 
Television Films division. 

The appointments, according to 
Jake Keever, CNP’s vice president 
and general manager, follow record 
selling activity and are in anticipation 
of three new series now in various 
stages of production. 

The VPS 
Robert Schultz, formerly associated 
with Shamus Culhane and CNP Film 
Service Sales, named eastern repre- 
sentative, and Frank O’Driscoll, pre- 
viously associated with Telestar Films 


sales additions are: 


and Guild Films, appointed midwest- 
ern representative. 

Appointees to NBC Television Film 
Sales are: Robert Brenner, previously 
associated with Lewin, Williams & 
Saylor, assigned to New England, and 
Jay Berkson, formerly with wpsM-Tv 
Duluth, assigned to the Minnesota- 
Wisconsin area. 

John E. Pearson has been appointed 
sales manager of Independent Tele- 





, MR. PEARSON 


vision Corp.’s newly created Canadian 
operation. Mr. Pearson will set up 
offices in Toronto, and the organiza- 
tion will be staffed by Canadians. The 
of ITC’s 
Canadian film production company, 
Normandie Productions, Ltd., which 
is now producing Cannonball in and 


sales unit is a division 


around Toronto. Mr. Pearson previ- 
ously served with Sterling Films, Ltd. 
in Canada and before that was asso- 
ciated with CKCW-TV Moncton, New 
Brunswick. 

Arthur R. Lerner has been ap- 
pointed administrative vice president 
and treasurer of Guild Films. Mr. 
Lerner, who joined Guild in 1955 as 
assistant treasurer, has a background 
of 15 years in the film industry, sery- 
ing with Columbia Pictures for 1] 
years. At the same time, John J. Cole. 
president, announced that Gerald 
Dickler and C. Whitcomb Alden have 
been elected to Guild’s board of 
directors. 

Herbert L. Berger, formerly busi- 
ness manager of the radio-tv depart- 


ment of Dancer-Fitzgerald-Sample, 





MR. BERGER 


has joined Screen Gems as director of 
business affairs. Before joining D-F-S 
in 1955 Mr. Berger was general man- 
ager of Guy Lombardo Enterprises 
for three years, supervising that per- 
sonality’s tv film series and his sum- 
mer productions at Jones Beach, N. Y. 
. .. Robert Cinader, vice president in 
charge of programming at Hal Roach 
Studios, has resigned that post. 

National Telefilm Associates has re- 
activated and expanded its Famous 
Films unit. Several key sales execu- 
tives were appointed, and several more 
programs were added to the roster of 
the re-run unit. 

Executive additions are: Walt 
Plant, formerly vice president of the 
western division of Television Pro- 
grams of America, named a vice presi- 
dent of the NTA program sales divi- 
sion, assigned to Famous Films with 
headquarters in Los Angeles, and 
Mel Schlank, formerly vice president 
in charge of sales of Gross-Krasne 
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MR, SCHLANK 


Sillerman, appointed a vice president 
of NTA program sales, assigned to 
Famous Films in New York. Ray- 
mond Wild, formerly head of G-K-S 
ofices in Chicago and Detroit, has 
joined the Famous Films staff and 
works out of the NTA office in Dallas. 

Programs added to the Famous 
Films rester are: African Patrol, Of- 
ficial Detective and 26 additional 
episodes of Sheriff of Cochise for a 
total of 78 available through that unit. 

Milford Fenster has joined MCA 
TV in an executive capacity. He was 
formerly with RKO Teleradio Pic- 
tures as director of central film pro- 
curement for the owned-and-operated 
dations. . . . Harry Goldstone has 
joined the sales staff of United Artists 
\ssociated as an account executive 
covering 


Florida. 


Alabama, Georgia and 


SALES . 

liv’s Sea Hunt to date has been 
renewed in 143 markets out of the 186 
which have been carrying the first 
year of the program. Second-year 
sponsors are a diverse group, ranging 
from gasoline companies and brew- 
tries to banking organizations and 


Directoryot SELLING 
COMMERCIALS 


L & M Cigarettes © Dancer-Fitzgerald-Sample 


PELICAN FILMS, INC., NEW YORK 


Mich. Milk Producers Assn. « Zimmer, Keller 
& Calvert 


ANIMATI 


Oklahoma Oil Co. © Needham, Louis & Brorby 


McManus, John & Adams 
eae | Wry 


NATIONAL SCREEN SERVICE CORP., New York 


Reynolds Tobacco © William Esty & Co. 


WARNER BROS. TELEVISION, Burbank 


S&H Green Stamps « SSC&B 


ELEKTRA FILM PRODUCTIONS, INC., New York 


Southwestern Bell Telephone Co. » Gardner Ady. 


Sterling Drug © Brown & Butcher 


HFH PRODUCTIONS, INC.,New York 
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Advertising Directory of 


TV SERVICES 

















TV FILM TRAFFIC SERVICES 


MODERN TELESERVICE,INC. 


New York Chicago 
OX 71-2753 DE 7-3761 


Modern facilities 
Trained personnel 
Individual attention 
- . - in servicing tv after-production needs. 





Los Angeles 
WE 3-5674 


TALENT AGENCIES 


FOSTER-FERGUSON 

(Jean & Babs) 
141 East 44th Street, New York 17. N. Y. 

YUkon 6-4330 

A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, moilels, etc.. 
the types to fit your specific need. 


CAMERA EQUIPMENT 



































CAMERA EQUIPMENT CO. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1 120 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
. . « lighting equipment . . . generators 
waa film editing equipment . . . processing 
equipment, 


SCREENING ROOMS 


PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
ClIrele 6-0865 


President .......... William B. Gullette 
lomm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 


OPTICAL EFFECTS 
AND ANIMATION 


K & W FILM SERVICE CORP. 


1657 Broadway, New York 19, N. Y. 
ClIrcle 5-8080-1-2 


RRS Rep rei > Norman Witlen 
Vien Peasidem® .i.6 cccaass Ralph Koch 
OPTICALS .. . TITLES. . . SPECIAL 


EFFECTS. . . SLIDE FILMS... 
ANIMATION 


ANIMATION PHOTOGRAPHY 
COLLECTION AGENCIES @ 


STANDARD ACTUARIAL 
WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 

For the Industry 

All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions! ! 
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food companies. These include Stand- 
ard Oil of Indiana, Standard Oil of 
California, G. Heileman Brewing. 
Indiana State National Bank, Dallas 
Mercantile Bank, Handy Andy Super- 
markets, All State Dairies and Sa- 
vannah Sugar Refining. 

Independent Television Corp.'s re- 
run division, Arrow Productions, has 
sold 14,000 half-hours in its first three 
months of operation. The sales repre- 
sent an increase of 19 per cent over 
the comparable period last year before 
Arrow was set up. According to Alvin 
E. Unger, administrative manager of 
the division, the big area of increase 
is in daytime programming. 

ITC has consummated its second 
network deal with the renewal of Fury 
for the fifth year on NBC-TV. The 
renewal starts on Oct. 10 for 52 weeks 
and was handled through Benton & 
Bowles for General Foods and the 
Borden Co. Production of new epi- 
sodes of Fury will begin in Hollywood 
sometime in June. ITC’s initial net- 
work sale was the Gale Storm Show, 
Oh! Susanna to ABC-TV for $5 mil- 
lion. 

ITC’s Cannonball, meanwhile, has 
racked up close to $1 million in 
domestic sales and another $300,000 
in international sales. The adventure 
series, recently placed in syndication, 
has been sold in over 95 domestic 
markets. . . . Walter Schwimmer’s 
All-Star Golf has been sold for tele- 
casting over ABC-TV this fall. Spon- 
sors are Miller Brewing Co. and 
Reynolds Metals Co. Owner of the 
program is Hank Saperstein. 

TV Hour of Stars, distributed by 
National Telefilm Associates. has been 
sold in more than 34 markets. The 
series consists of 90 hour-long films 
made especially for tv by 20th Cen- 
... With- 
in one week’s time United Artists 
Associated completed 34 additional 
sales in the U. 


tury-Fox and Warner Bros. 


S. and Canada of 


INSURANCE 


JEROME J. COHEN, INC. 
(Jerry & Ron) 
225 West 34th St., New York 1, N. Y. 
CH4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 


Warner Bros. and United Artists fea. 
tures, as well as various cartoons. 
Heaviest sales were on the Warner 
features, with eight stations purchas. 
ing various segments of the library, 

MCA TV’s Paramount features have 
been sold to two more stations. Latest 
buyers are WMTW-TV Portland-Mt, 
Washington and wLos-tv Asheville, 
S. C. . . . wen-tv Chicago has pur- 
chased all the remaining half-hour 
for first and second runs of MCA TY’s 
State Trooper. Involved in the deal are 
82 segments. . . . XETV-TV San Diego 
has purchased Bert Claster’s Romper 
Room. 

A heavy investment in film con- 
tinues to be made by Westinghouse. 
The appliance producer has renewed 
sponsorship of Desilu Playhouse for 
next season at a cash outlay of $12 
million for the 42 one-hour shows. 


PROGRAMS .. . 

Slapstick comedy appears to be 
undergoing a renaissance. Encouraged 
by the success of the 78 films of The 
Three Stooges, Screen Gems has de- 
cided to release 40 more Stooges two- 
reelers. In addition, the Columbia 
subsidiary has put together a slap- 
stick package, so to speak—that is, 
100 two-reelers featuring the broader 
variety of humor out of the Columbia 
backlog. Slapstick comedians in the 
new package include such immortals 
as Franklin Pangborn, Andy Clyde, 
Buster Keaton and Shemp Howard. 

Flamingo Telefilm Sales will intro- 
duce into syndication a new telefilm 
series with decided topical interest. 
Titled Juvenile Hearing, the program 
will motivations and 
troubles of today’s shook-up genera- 
tion. It will be produced by Dave 
Wolper of Wolper, Inc., who says 


explore the 


there will be no professional actors. 
no rehearsals and no scripts in the 
production of the 39 half-hour epi- 
sodes, which will go into syndication 
almost immediately. 

Tom Corradine & Associates, tv film 
distributors, will enter the production 
field with a new series titled Tumble 
weed, which is being readied for fall 
release. Production of the 39 episodes 
will take place at Phoenix Film Stu 
dios in Phoenix. . . . Paramount TV 
Productions has sold its first series. 
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Conquest of Space, to CBS-TV. The 
hour-long show will not be a true 
science-fictioner, but will deal with the 
problems of space travel as foreseen 
for the near future. The company has 
also signed a co-production pact with 
film star Alan Ladd for The Third 
Platoon, an adventure program. . . . 
TCF-TV has added another project to 
a dozen already scheduled—a series 
based on the Jack London novel, Call 
of the Wild, set in Alaska. 

Warner Brothers will continue its 
ty film production association with 
ABC-TV for at least another year. The 
studio is filming half a dozen pro- 
grams for the network, and has an- 
other half-dozen pilots in the works 
for next season. . . . Luke and the 
Tenderfoot, Ziv pilot with Edgar 
Buchanan and Carlton Carpenter, is 
being pitched for network sponsorship 
by the company. . . . Another taped 
series to be placed in syndication may 
be Milton Berle’s Kraft Music Hall. 
With cancellation of the hour show, 
the comic, who owns residual rights, 
is reportedly negotiating for a re-run 
sponsor. .. MGM-TV has signed Paul 
Monash to produce a romantic adven- 
ture series, Peter the Fifth. 

The Sword of Sinbad, outgrowth of 
The Seventh V oyage of Sinbad, highly 
successful theatrical feature, is being 
readied by producer Charles Schneer 
. . . UA-TV is under- 


stood to have signed Lee Bowman to 


as a tv series. 


star in Miami Undercover, to be 
filmed at the Florida locale. . 
Filmaster Productions, which films 
Gunsmoke and Have Gun, Will Travel, 
for CBS-TV, will get a series of its 
own under way: Carter’s Eye, starring 
Paul Richards. . . . Reginald Rose has 
been signed to write the pilot script of 
Flanagan, Herbert Brodkin produc- 
tion dealing with the New York police. 
. . . Canadian Broadcasting Co. is 
producing a series, Canadian Mounted 
Police, aimed at the U. S. market, as 
well as for airing on the CBC, and 
the BBC in England. 


COMMERCIAL CUES... 

Presentation of the new half-hour 
animated-cartoon series Sir Loin and 
the Dragon, will be shown to adver- 
tising agencies in New York this 
month by TV Spots executive Bob 
Gannon. The company, which is just 
winding up animation on nearly one 
million feet of Crusader Rabbit, is 
moving ahead with plans for a full 39 
segments of the new program. 

Warner Bros. has signed Will 
Cowan as new head of its tv com- 
mercials department. Mr. Cowan was 
previously a producer of commercials 
and shorts at U-I. David DePatie re- 
mains as administrative and business 
head of Warner’s commercials divi- 
sion. 

Jerry Schnitzer has been appointed 
executive vice president of Robert 





MR. SCHNITZER 


Lawrence Productions, New York. He 
had been vice president of Lawrence- 
Schnitzer Productions, Hollywood. In 
New York, Mr. Schnitzer will super- 
vise creative aspects of film produc- 
tion. . . . William E. Huston has been 
appointed director of international 
sales for Filmways, Inc. He was for- 
merly with MPO as national sales 
manager. . .. Lawrence T. Young has 
been elected vice president in charge 
of the central sales division of Wilding 
Picture Productions, Inc., Chicago. . . . 
Philip Frankel has been appointed an 
assistant director of Klaeger Film 
Productions. Mr. Frankel was former- 
ly with Transfilm as unit manager 
and assistant director. 


MORE WESTERNS 

Advertising agencies will find no 
shortage of new western product for 
next season. At least a third of the 


pilots which will be available for 





FLINT ¢ SAGINAW e BAY CITY 


The Metropolitan Hub of the Great Saginaw Valley 


YN EM-TV PROVEN ... Dominant Force! 


-Channel 5 leads every other station 
day and night* 

-Channel 5 leads its VHF neighbor 
by 90%-147% in audience* 

-Channel 5 leads all Detroit stations 








a. 


combined* 


*Trendex—Feb. 16—22-—1959 
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MOTOR HOTEL GUIDE 


Rates, facilities and location of more 
than 700 better class Motor Hotels 
coast to coast—all inspected and ap- 
proved members of the Congress of 
Motor Hotels. Sent to you compli- 
ments of the AVALON MOTEL, 
Tallahassee, Florida. A wonderfully 
homey place on beautifully land- 
scaped grounds . . . continental break- 
fasts . . . free coffee at any time .. . 
reasonable rates. Write to 


AVALON 
MOTEL 


U.S. 90 E. 


































Tallahassee, Fla. 


NTA’S DREAM PACKAGE 


of 85 feature films from the 


studios of 20th Century-Fox 
and other important producers 


Each and every one of the 85 
feature films in this distin- 
guished group offers a sales 
and rating dream! top-flight. 
stars, first-rate pictures. 


THIS ABOVE ALL 


Tyrone Power, Joan Fontaine, 
Thomas Mitchell 


CALL NORTHSIDE 777 


James Stewart, Lee J. Cobb, Richard Conte 


MOTHER WORE TIGHTS 


Betty Grable, Dan Dailey 


THE RAINS CAME 


Tyrone Power, Myrna Loy 


HEAVEN CAN WAIT 


Gene Tierney, Don Ameche 


CALL OF THE WILD 


Clark Gable, Loretta Young 


ROAD TO GLORY 


Fredric March, Lionel Barrymore 

For the full story, 

get in touch today with... 

NT NATIONAL TELEFILM 
ASSOCIATES, INC., 

10 Columbus Circle. New York 19 
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screening this spring fall into the cow- 
boy category. Recent developments: 

NBC-TV has purchased an hour- 
long western, Laramie, from Revue; 
the network has also bought Wichita 
Town, starring Joel McCrea, from the 
Mirisch Co., and has made a deal with 
the same company, in conjunction 
with Lou Edelman, for The J/ron 
Horseman. 

Collier Young, in conjunction with 
Larry Marcus, has signed a pact with 
Lucius Beebe, publisher of the Vir- 
ginia City Enterprise, for use of the 
newspaper's files in a series titled 
Virginia City. 

Ida Lupino and Howard Duff have 
a project, The Powder River Boys, 
which they will produce. . . . Santa Fe 
Trail is a new pilot for McGowan 
Productions, and Fenady-Kershner, 
in association with Goodson-Todman, 
is prepping The Rebel, a western 
about a teen-ager. 

One company which is apparently 
not going to continue in the western 
trend is Screen Gems. According to 
vice president Harry Ackerman, the 


firm will have five pilots for 
showing in New York later this 


month, and only one of them has west- 
ern overtones. They are: Cry Fraud, 
dealing with an investigator in the 
early days of the west; The Big Walk, 
created by Gene Rodenberry, a char- 
acter study of a New York policeman; 
Finch Finds a Way, situation comedy 
starring Walter Slezak; The Bland- 
ings, with Steve Dunne and Maggie 
Hayes in the title roles, and Cissie, a 
comedy starring Mollie Bee. 


‘ilm Commercials 


AMERICAN FILM PRODUCERS 


Completed: Stella D’Oro Biscuit Co., Inc. 
(egg biscuits, egg jumbos), Carlo Vinti. 


GRAY & O’REILLY 


In Production: General Foods Corp. 
(Italian Casserole), Y&R; General Electric 
Co. (can opener, mixers), Y&R; Block 
Drug Co. (Green Mint), SSC&B; General 
Tire Co. (tires), D'Arcy: Falstaff Brewing 
Corp. (beer), D-F-S. 


KEITZ & HERNDON 
Completed: Chance Vought 


vention Bureau (training film), direct; 


First National Bank in Alburquerque (serv- 


ices), direct. 


In Production: Lone Star 


Aircraft Co., 
direct; Campbell-Taggart Assoc. Bakeries, 
Inc. (Rainbo cupcakes), Bel-Art; Fire Pre- 


Brewing Co. 
(beer), Glenn; Household Finance Corp. 


(loan services), NL&B; American Snuff 
Co. (Garrett snuff), Simon & Gwynn; Lone 
Star Gas Co. (gaslite & gas dryer), EWR&R. 


KLAEGER FILM 
PRODUCTIONS, INC. 


Completed: B. F. Goodrich Co, (B, F. 
Flyers), McCann-Erickson; Muriel Cigars 
Div. Consolidated Cigar Corp. (Coronellas), 
L&N; Stokely-Van Camp, Inc. (pork & 
beans), L&N. 

In Production: Westinghouse Electric Co. 
(various products), Grey; Dow Chemical 
Co. (Saran Wrap), MacManus, John & 
Adams; Westinghouse Electric Co. (various 
products), McCann - Erickson; General 
Electric Co., Maxon; General Motors Corp. 
(Pontiac cars), MacManus, John & Adams; 
E. I. du Pont de Nemours & Co., Inc. 
(various products), BBDO; P. Ballantine 
& Sons (beer), Esty; Greyhound Corp. 
(bus), Grey; Melville Shoe Corp. (Thom 
McAn shoes), DDB; R. J. Reynolds & 
Co. (Camels), Esty; Chesebrough-Pond’s, 
Inc. (Vaseline), Esty; Ideal Toy Co. (vari- 
ous toys), Grey, International Latex Corp. 
(various products), Reach; McClinton; Na- 
tional Carbon Co. (Prestone), Esty; Benrus 
Co. (watches), Grey. 


JAMES LOVE PRODUCTION 


Completed: Aluminum Co. of America 
(small boats, siding), F&S&R; Aluminum 
Co .of America (Wagon Load), Ketchum, 
MacLeod & Grove. 

In Production: Bell Telephone Co. of Pa. 
(Communications expert, outdoor phone 
booth), Gray & Rogers; P.P.G. (schools), 
Ketchum, MacLeod & Grove; U.S. Air 
Force (enlistment), EWR&R; Aluminum 
Co. of America (gutters & downspouts), 


F&S&R. 


PELICAN FILMS, INC. 


Completed: Maytag Co. (dryer), Burnett; 
Liggett & Myers Tobacco Co. (L&M cigar- 
ettes), D-F-S; Quaker City Candy Co. 
(Good ’N Plenty), Bauer & Tripp; Drack- 
ett Co. (Vanish), Y&R; Bristol-Myers Co. 
(Bufferin), Y&R. 

In Production: Liggett & Myers Tobacco 
Co. (L&M cigarettes), D-F-S; Lever Bros. 
Co. (Handy Andy), K&E; General Foods 
Corp. (Jiffy), McKim; United Fruit G. 
(bananas), BBDO; McKesson & Robbins, 
Inc. (Bexel), D-F-S; Continental Baking 
Co. (Wonder bread), Bates; American 
Tobacco Co. (Lucky Strike cigarettes), 
BBDO; Robert Hall Clothes, Inc., Ark 
wright; LaBatt Brewing Co. (beer), JWT; 
R. J. Reynolds Tobacco Co. (Winston 
cigarettes), Esty; General Mills, Inc., D- 
F-S; Sun Oil Co. (Sunoco), Esty; Chef 
Boy-Ar-Dee Div. American Home Foods, 
Inc. (Pizza), Y&R; Radio Corporation of 
America, K&E; Drackett Co. (Windex), 
Y&R. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Drug Research Corp. (Insta- 
Pep), KHCC&A; Television Bureau of 
Advertising (institutional), Wexton; Ameri 
can Telephone & Telegraph Co. (Yellow 
Pages), Spitzer & Mills, Ltd.; Christie, 
Brown & Co. (Premium crackers), Rabko, 
Ltd.; National Trust Co. (institutional), 
Spitzer & Mills, Ltd. 

In Production: ABC-TV (promotional 
trailer), direct; Christie, Brown & Co. 
(Sweetline), Rabko, Ltd.; Sinclair Oil Re 
fining Co. (gasoline & oil), Geyer, Morey, 
Madden & Ballard; Colgate-Palmolive Co. 
(Halo shampoo), Spitzer & Mills, Ltd. 
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News (Continued from page 25) 


from an investment in a tv commer- 
cial personality, Mr. Stark offered 
four ideas to advertisers: 

1. Choose someone who wants to be 
a salesman and not an actor. In orde1 
to do this, auditionees should not all 
be given the same copy to deliver, as 
this results only in a voice and ap- 
pearance test. Rather, a briefing ses- 
sion for the entire group could be held 
in which everyone is told about the 
product and given answers to any 
questions. Then, each would ad lib a 
sales pitch in his own words. While 
mistakes would undoubtedly be made, 
basic sincerity and ability would show. 

2. The announcer chosen must de- 
velop a close relationship with the 
company and its executives. He should 
meet with the client and agency men 
when copy is prepared. He should at- 
tend sales meetings and strategy ses- 
sions as does a regular salesman. 

3. Commercial copy must be tai- 
lored to the spokesman, and not vice 
versa. A copywriter or vice president 
never speaks of “Brand X” in normal 
conversation, but 
these words 


repeatedly 
into an 


puts 
announcer’s 
mouth and expects them to sound be- 
lievable. If an announcer is to deliver 
a slogan, it should be stated as if it’s 
in quotation marks, rather than as an 
idea that just popped into the speak- 
er’s head. 


4. Finally, the advertiser should 
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DICK STARK 
. video salesman different” 


“ 


ask for his announcer’s individual in- 
terpretation, rather than telling him 
how copy should be delivered. In this 
way, any errors in the spokesman’s 
delivery can be corrected, and his im- 
provements can be utilized in the fin- 
ished commercial. 

The end result, Mr. Stark said, is to 
develop a company representative 
who will do a better selling job on the 
air because his viewers will know he 
could discuss the product—without a 
prepared speech—in a cab, on the 
street or at the front door. 


Net Rating Data 


Television timebuyers can now esti- 
mate at a glance unduplicated ratings 
for daytime and prime nighttime spot 
schedules. This aid in the buying of 
spot tv is being supplied to agencies 
by CBS Television Spot Sales, and 
consists of a pair of charts labeled 
Cume-Charts which are based on the 
results of a special Nielsen duplica- 
tion study of average rated spots. 

Previously, estimating the net rat- 
ing of a spot schedule was a time- 
consuming chore, but with the two 





charts, one of which documents un- 
duplicated ratings daytime for a given 
schedule in a market and one of which 
documents nighttime, the job is sim. 
plified. According to Robert Davis, 
director of research for CBS Ty Spot 
Sales, no attempt was made to sup- 
ply figures for day-night combina- 
tions because of the complexities and 
near infinite number of combinations, 
Because feature films are not uniform 
market to market they were bypassed. 

However, Mr. Davis says the net 
figures supplied for a given schedule 
apply (within a few points) to all mar- 
kets. They are based on three markets 

-New York, Chicago and St. Louis. 

Each chart has a one-week curve 
and a four-week curve which docu- 
ment the cumulative rating for a se- 
ries of announcements. Daytime 
curves range from three to 36 an- 
week, while the 
nighttime curves range from one to 
eight. 


As an example, 12 daytime an- 


nouncements per 


nouncements would get 90.0 gross rat- 
ing points, with the one-week net rat- 
ing amounting to 40.7. An advertiser 
with that schedule would reach four 
out of 10 tv homes each week and 
seven out of 10 in a month. On the 
other hand, four nighttime spots would 
achieve a gross one-week rating of 
94.8, with the one-week net rating 
amounting to 61.7 and the four-week 
net rating climbing to 90.0. Mr. Davis 
points out that the nighttime spots 
cost more and have lower frequency 
of exposure than do daytime spots. 
Mr. Davis suggests that the Cume- 
Charts will give timebuyers another 
dimension to examine. They follow by 
a year the company’s distribution of 
more than 5,000 Cume-Rules to the 
advertising industry. The Cume-Rule 
was based on Nielsen raw data as well, 
and detailed cost, coverage and na- 
tional ratings for a variety of buys. 


Sample Cume-Chart Figures 


Gross 


Weekly Rating 


No. of Spots 


Daytime: 6 15.0 
12 90.0 

24 180.0 

Nighttime: 2 17.4 
1 94.8 

6 142.2 


1 Week 4 Week 
Cume Rating Cume Rating 

25.1 51.0 
40.7 71.5 
57.4 85.0 
38.8 70.0 
61.7 90.0 
72.4 94.5 
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S un- Penetration Up Again ownership penetration patterns during __ sets, there are now 13 states which 
given oe ; ; the past year. The marketing service have 90 per cent or more penetra- 
which Television penetration in the completed its NCS No. 3 a year ago. _ tion, the study shows. 
ssim- | United States has now reached 86 The accompanying table compares These 13 states include: Connecti- 
Davis, - cent, the A. Ms Nielsen Co. has total homes with television homes and cut 92 per cent; Massachusetts 92, 
Spot | estimated in new figures just released. gives the percentage for 1959 and New Hampshire 90, Rhode Island 92, 
) Sup The figures were reached by the the comparable figure for 1958. New Jersey 92, New York 91, Penn- 
bina- | pplication of growth rates since the While the biggest percentages of  sylvania 91, Illinois 91, Indiana 90, 
s and spring of 1958 in terms of changes _ growth are in those states which had Michigan 91, Ohio 92, Delaware 91 
ons. in “total homes” and of television the smallest percentage of television | and District of Columbia 91. 
‘iform 
assed, 
1e net Comparison of Television Coverage for 1959 with 1958 
edule Total 1959TV 1959 1958 Delaware 128,700 117,299 91 = 
1 mar- 1959 Homes Homes % % District of Columbia 241,600 219,640 91 90 
arkets Total U. S. 51,350,000 44,000,000 86 84 Florida 1,344,700 1,074,160 80 77 
; Northeast 12,978,300 11,851,960 91 9% Georgia 1,011,600 700,990 77 = 74 
Ouls. New England 2,933,500 2,682,020 91 90 Maryland 845,900 748,920 89 87 
curve Connecticut 699,900 642,330 92 9] North Carolina 1,107,200 850,300 7 74 
Maine 259,300 230,540 89 7 South Carolina 583,700 438,780 75 7 
docu- St onelnantin 1,455,600 1,339.770 92 91 Virginia - 1,016,400 816,240 80 78 
ra se New Hampshire 166,800 150,420 90 89 West Virginia 512,300 394,890 77 74 
" Rhode Island 246,900 228,150 92 9] East South Central 3,149,400 2,274,480 7 69 
aytime Vermont 105,000 90,810 86 85 Alabama 831,700 616,560 74 7 
36 an- Middle Atlantic 10,044,800 9,169,940 91 90 Kentucky — 824,000 603,010 73 70 
New Jersey 1.723.600 1.587.620 Mississippi 557,600 339,340 61 od 
le the oo — vrs 2 T 936,100 715570 76 73 
New York 5,079,900 4,643,920 91-90 ry ey “- > 2 
san’ ti bi eo , West South Central 4,742,800 3,709,630 78 = 75 
Pennsylvania 3,241,300 2,938,400 91 89 
‘ Arkansas 485,800 337,020 69 66 
North Central 15,367,200 13,690,930 89 88 Louisiana 855,500 661.600 77 75 
. = East North Central 10,725,300 9,764,150 91 90 Oklahoma 678.400 545.010 80 78 
Illinois 3,040,500 2,760,050 91 Texas 2,723,100 2,166,000 80 = 77 
pss rat- Indiana 1,401,700 1,263,900 90 89 West __ 8,320,200 7.031.790 85 83 
, Michigan 2,296,400 2,095,690 91 90 M - 31, 8 . 
vet rat : ountain . 1,904,200 1,456,380 76 74 
aa dle 2.851800 2,635,890 929 Arizona 331,900 270,070 81 79 
name 1,134,900 1,008,620 8987 Colorado 511,900 412690 81 78 
h four West North Central 4,641,900 3,926,780 85 83 Idaho 184,300 137,360 75 72 
1 ‘oo lowa 843,200 753,940 89 88 Montana 212,100 131,280 62 58 
Kansas 678,100 549,630 81 79 Nevada 88,400 66,400 75 71 
On the Minnesota 967,900 830,820 86 84 New Mexico 234,100 168,790 7 69 
; would Missouri 1,342,300 1,175,110 88 86 Utah 241,500 211,830 88 86 
‘ Nebraska 437,700 362,120 83 81 Wyoming 100,000 57,960 58 54 
ling of North Dakota 172,500 122,410 71 68 Pacific 6,416,000 5,575,410 7 85 
rating South Dakota 200,200 132,750 66 63 California 4,929,000 4,368,640 89 87 
South 14,684,300 11,425,320 7 75 Oregon 579,800 449,580 78 75 
ir-week South Atlantic 6,792,100 5,441,210 80 78 Washington 907,200 757,190 83 81 
. Davis 
e spots 
quency 
spots. 
-Cume- the one Profit-minded advertisers won't 
— a argue the facts . . . booming sales 
low by - t fi : : 
’ igures continue to prove there is 
tion of | dominan 9 P 
‘a only one way to capture and hold 
ne-Rule fo rce we aa the buy-habits of the rich East- 
ow ern Michigan market. WNEM-TV . . . 
e * ‘ . . 
and na- ‘ S five Channel five . . . is the one media 
buys. J that is a “must buy” where area- 
: wide sales results are vital. Flint, 
via oO COU rse. Saginaw, Bay City, Midland .. . 
—K plus all of Eastern Michigan . . . de- 
Rating ¥ * : 
10 livered daily at the lowest possible 
15 fre cost-per-thousand. No other single 
5.0 media so completely dominates this 
0.0 one great Michigan area! 
*“ WNEM-TV 
’ CENTRAL STUDIOS & OFFICES NATIONAL SALES OFFICE & STUDIOS 
4.5 5700 Becker * Saginaw, Mich. See Your Petryman Bishop Airport * Flint, Mich. 
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(Continued from page 41) 
ments. The New York media depart- 
ment, headed by Gerald Arthur, a vice 


president, works closely with agency 
researchers. A recently completed 
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study of tv now in the hands of media 


buyers includes detailed information 
on growth of two-set families for each 
year; distribution of tv homes by 
county-size groups, by family-size 
groups and by 
groups; trend of average network 


age-of-housewife 


nighttime audiences for every year 
from 1950 te °58; nighttime network 
audiences, and an analysis of day- 
time, covering program-type ratings, 
audience composition by program 
type, audience characteristics and un- 
duplicated audience patterns. 

The media department also pre- 
pares annual briefs for individual 
clients. These reports outline the ad- 
vantages of publications and stations 
applicable to the client’s media plans. 
There are 28 persons in media, in- 
cluding Warren Erhardt, manager in 
the New York headquarters, and five 
media directors in other FSR offices. 
Buyers handle both space and time on 
several accounts each. 


New Test Plan 


The research department, under 
supervision of senior vice president 
John Maddox, is currently working 
out a new test plan for broadcast com- 
mercials. Arrangements are being 
made with four tv and two radio sta- 
tions to act as research outposts. Test 
commercials will be checked for lis- 
tening and viewing patterns and sales 
and merchandising effectiveness. 

It was just a year ago that the 
agency's corporate offices were moved 
to New York. Up to that time, head- 
quarters were always Cleveland (the 
agency celebrated its golden anriiver- 
sary in 1957). The middle man in the 
agency's name, Harry Dwight Smith, 
founded his own agency in 1907. A 
year later he was joined by Fred R. 
Fuller. The agency was Fuller & 
Smith until 1930, when F. J. Ross Co., 
New York, was brought in. Fred J. 
Ross became chairman of the board 
and manager of the New York office. 

A Chicago office was opened in 
1946, and in 1956 a San Francisco 
branch was established when Holst, 
Cummings & Myers merged with 
FSR. Also in 1956 the agency ob- 
tained a London office through an af- 
filiation with Service Advertising Co.. 
Ltd. The following year was one of 





further expansion with the opening 
of Pittsburgh and Beverly Hills of. 
fices and the taking over of Robert W. 
Orr & Associates. 

The Beverly Hills office is strictly 
a tv production and programming 
center. Manager Bill Tuttle was vice 
president and director of radio and 
tv at Ruthrauff & Ryan before joining 
FSR three years ago. 


Corporate Picture 


The structure of the 
agency consists of board chairman 
E. L. Andrew (Cleveland office), a 


president, four senior vice presidents 


corporate 


and a vice president-manager of each 
U. S. office. 

Robert E. Allen, with the agency 
since 1936, has been president since 
1956. After serving close to 10 years 
as an account executive, he was made 
a vice president in 1945 and manager 
of the New York office in 1950. 

Besides Mr. Duram and Mr, Mad- 
dox, the senior vice presidents are 
C. N. Skade, in charge of administra- 
tion, and J. C. Williams, in charge of 
development. 

One out of three of Fuller & Smith 
& Ross’ 500 employes is a stockhold- 
er, and no one person holds a particu- 
larly large share of the company. 

In the forthcoming move to 666 
Fifth Avenue from the cement can- 
yons of lower Park Avenue, FSR will 
get modern and expanded tw facili- 
ties, including intra-office closed-cir- 
cuit, vidicam chain and complete re- 
cording studios. But there may be an- 
other reason behind the move. The 
Tishman Building has an exterior of 


faithful FSR 


client Alcoa probably had something 


pure aluminum, and 


to do with that. 
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ACCOUNTANT 
PRODUCTION ASSISTANT 


Extensive industry experience, cpera- 
tions reports, fiscal controls, budget 
preparation, accounting systems, office 
procedures, preparation and analysis fi- 
nancial statements. Available immedi- 
ately. Seeking permanent responsible 
executive position as assistant comp- 
troller or treasurer or assistant to ad- 
ministrative production or other fiscal 
officer. BBA degree, age 42, family. 
Consider TV or motion picture position 
outside New York City. 
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NETWORKS ATTACKED. The net- 
wks in general and NBC in par- 
iiular were sent reeling by the recent 
vries of blows which fell on them 
ire with sledge-hammer force. In 
iid succession were these events: 
|. The Federal Communications 
(mmission announced plans for a 
whlic investigation of charges that 
ihe tv networks used their power and 
ontrol over station time and facili- 
lies as a club in dealing with adver- 
tiers and independent program pro- 
ducers and users. 

2. Representative John Bennett (R- 
Mich.), ranking GOP member of the 
House Commerce Committee and its 
Subcommittee 
give the FCC 
networks, fol- 


legislative Oversight 
bill to 
direct control of the 


introduced a 


lowing several of the key recommen- 
dations by the FCC’s Barrow report 
on network operations, 

3. The Supreme Court ruled that 
the Government’s anti-trust suit 
against NBC on charges of conspiring 
lo establish a monopoly in tv station 
ownership through its swap with 
Westinghouse of stations in Philadel- 


phia and Cleveland must go to trial, 


thereby reversing a lower court 
judge’s dismissal of the case on the 
sounds that the FCC's approval 


barred the Justice Department from 
bringing suit in ‘the same case. 





FIVE FACTORS. The FCC an- 
nounced in a public statement that 
ihe investigation of the networks’ role 
in program ownership would take 
into account five factors: 

1. The extent, if any, to which 
networks or others “seek to achieve. 
or have achieved, control of tv pro- 
gramming.” 


2. The extent to which network 








family. 
position 


wnership or control of programs for 
vexhibition is necessary or desirable 
in the public interest. 

3. The extent, if any, to which net- 


‘orks exclude or seek to exclude pro- 


prams not owned or controlled by 
hem, or in which they have not ac- 
quired a financial interest, from ac- 


Washington Memo 


cess to network tv markets. 

4. The extent, if any, to which net- 
works “demand or require financial 
inde- 
pendently produced programs as a 


or proprietary interest in 
condition precedent to consideration 
for exhibition, or to exhibition, of 
such programs on the tv networks.” 
5. Participation of networks or per- 
sons owned or controlled by networks 
in the acquisition, ownership, pro- 
duction, distribution, selection, sale 
and licensing of programs for tv syn- 
dication or non-network tv exhibition. 
The Justice Department disclosed 
that the complaints which formed the 
basis of the FCC investigation came 
from program producers, syndica- 
tors, advertising agencies and others. 
The complaints were directed almost 
entirely against NBC and CBS. 


BENNETT BARRAGE. 


tive Bennett’s bill for regulation of 


Representa- 


tv networks by the FCC provides that 
all network-afhliate contracts be made 
public, bars networks from repre- 
senting any but their owned stations, 
prohibits networks from influencing 
rates for non-network 


station pro- 


grams, maintains network-affiliate 


contracts at the present two-year 
duration, bans networks from enter- 
ing into contracts for exclusive use of 
their programs on such affiliates. 

An affiliate was defined in the bill 
as any station relying on a network 
for at least 20 per cent of its daily 
programming or at least 35 per cent 
of its programs from 6 to 11 p.m. 
daily. In addition, the bill requires a 
balanced programming structure. 

What 
here were the source and terms of 
the bill. Mr. Bennett had not been 


counted previously among the strong 


surprised most observers 


advocates of tight network control. 
Secondly, his bill actually is much 
more sweeping than similar bills in- 
troduced in the last Congress by 
former Senator John W. Bricker (R- 
Ohio). 

Mr. Bennett denies that his measure 
is designed to censor networks in 
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their choice of programming, but says 
that “the networks aren’t too fussy 
about what they shove on the public” 
and admits that “I consider the qual- 
ity of programming pretty poor.” 


COURT CRACKDOWN. 


Court 


The Su- 
the NBC. 


Westinghouse swap was a real stun- 


preme decision in 


ner. In effect, the court ruled that 
FCC decisions do not give broad- 
casters immunity against subsequent 
anti-trust actions. 

The court acknowledged that most 
regulatory agencies have anti-trust 
authority over the industries. they 
regulate, but said that broadcasters 
are not in the same category as rail- 
roads, airlines and other tightly regu- 
lated industries. This is true because 
broadcasters have the full right to set 
their own advertising rates. 

“Thus, there being no pervasive 
regulatory scheme, and no rate struc- 
ture to throw out of balance, sporadic 
action by Federal courts can work no 
mischief,” the decision stated. 

Whatever the conflicting jurisdic- 
tions between the courts and the FCC, 
the net effect of the unanimous Su- 
preme Court ruling could result in : 
forcing NBC to dispose of its owned 
stations. Only time in the form of 
perhaps another year or so of court 
litigation will provide the answer to 
that question. But what is now known 
is that the courts, and not the FCC, 
have the authority to determine anti- 





trust violations by broadcasters. 
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Pulse 


44 per cent of homes with two or more 
smokers. Program B reached 34, 35 
and 31 per cent in each of the cate- 
gories. Disregarding the non-smokers, 
it’s evident that 80 per cent of Pro- 
gram A’s audience included homes 
that might buy its advertised product; 
Program B was reaching only 66 per 
cent of such homes. 

Dr. Roslow voiced the oft-heard, 
little-heeded words: “Ratings are not 
a price tag. Qualitative audience- 
characteristics data indicate that 
many a low-rated program can be a 
smart sales buy . . . in that it reaches 
a market more ready, willing and able 
to buy a sponsor’s product.” 


(Continued from page 45) 


Tv Servicing 
Television Servicing, by Alex Levy 
and Murray Frankel. McGraw-Hill 
Book Co., New York, 534 pp., $7.75. 
It is all very simple, servicing a 
television receiver—first isolate the 
section where the trouble occurs, then 


og) 


get to the defective component. That’s 
the method Alex Levy and Murray 
Frankel, experts in tv maintenance, 
follow in this authoritative text, de- 
signed for both laboratory and shop. 
Intended for both the practicing tele- 
vision serviceman who wants to brush 
up on his knowledge and the begin- 
ner who wants an easy-to-understand 
text, Television Servicing attempts to 
give an understanding of tv repair 
methods generally. A fully illustrated 
“trouble” index shows photographs of 
the various distortions on the tv 
procedures cited. 


Explanation of Tv 

Television Works Like This, by 
Jeanne and Robert Bendick. McGraw- 
Hill Book Co., New York, 64 pp.. 
$2.75. 

The third revision of what has been 
a best-seller in the tradebook field 
brings up to date older sections which 
deal with television film programming. 
color and educational television, mak- 
ing the book as valuable as ever as an 
introduction to tv for readers of all 


Wolfson (Continued from page 4) 


in a hurry. For years now our news 
programs have contained a very high 
percentage—often more than 95 per 
cent—of newsfilm. 

Perhaps the most valuable contri- 
bution our theatre lore gave to the 
television operation was showman 
ship. The exploitation of a movie di- 
rectly affects its success. These prin- 
ciples were immediately applied to 
television. 


World Premieres 


From 1930 to 1950 Wometco served 
up more world premieres than any 
other theatre group in the nation out- 
side of California. This desire to he 
first, plus the knowledge of the im- 
portance of pioneering, was trans. 
ferred to WTVJ. 

wTvJ'’s “firsts” became a steady 
occurrence—first to telecast from a 
blimp, first to telecast the sport of 
jai-alai, first with live color ty in 
Florida, first to originate a network 





TRANSCONTINENT STATION 


e}) 


program from Florida for the rest of 
the nation, builder of the world’s 
largest remote truck—all of these 
things were exploited with our show- 
manship experience. 

We took the idea of bringing in 
stars to exploit a movie premiere and 
later used it with tv. Many television 
stars have appeared in Miami to 
launch new program series on WTVJ, 
thus getting the new shows off to a 
top-rated start. 

All the showmanship of the thea- 
tre — searchlights, stars, balloons, 
streamers, advertising, publicity gim- 
micks, contests—have been used to 
forge an awareness of WTVJ and its 


programs into the community con- 


sciousness. 

Another field—programming—has 
benefited enormously from theatre 
knowledge. The theatre man always 
must practice diversity and balance 
to please his audience. If the feature 
is heavy drama, then you program 
light short subjects—cartoons, come- 
dies and musical features. And if the 





feature is a musical or a comedy, then 
the shorts should be educational or 
on other subjects of a deeper vein. 

In the early years of television, 
some tv stations made the mistake 
of programming without sufficient 
thought to balance and contrast. On 
some nights panel show followed 
panel show; on other nights a string 
of dramatics ran back-to-back. Di- 
versity of programming is an art with 
which we must all take more care. 


Value of Film 

Also in terms of programming, it 
almost goes without saying that we 
immediately recognized the value of 
film on television. We knew that film 
would give us a polished production, 
a thing hard to come by in those first 
days of television. A film permits a 
higher budget for better direction, 
carefully rehearsed acting, good light- 
ing, extra production techniques, etc., 
because the cost is spread over many 
extra showings (and often at better 
hours). 


All important to television, of 
course, is public service. Many forget 
that one of the main centers of pub- 
lic-service effort pre-tv was the thea- 
tre. It was here that collections were 
made for charity, and it was here that 
so many drives and worthy causes 
centered their publicity efforts—on 
the screen, in the house and in the 
lobby. 

We simply transferred much of our 
public-service experience fromthe 
theatre to the tremendously enlarged 
scope of opportunity for public serv- 
ice that tv broadcast facilities made 
available. 

Let us sew up this topic by simply 
saying that it was more than easy to 
transfer this devotion to and know!- 
edge of charity to television. We be- 
lieve as a fact that television is the 
greatest thing that ever happened to 
charity. 

It was spoken two thousand years 
ago: “Cast your bread . . . it returns. 
etc.” Public acceptance is in a large 
measure a result of public service. 
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Reflected in this growth pattern is the in- 
creasing employment, by media owners, of 
a modern marketing concept which adds 
force to all of their selling actions by tying 
in with a buying action common to buyers, 
everywhere... their habitual and repetitive 
use of their “classified directory.” 





Two thirds of the publishers and station 
owners whose promotion programs include 
no space advertising in editorial-type peri- 
odicals, do use space in SRDS to be sure 
of representation every time their medium 
or their market is under consideration. 


And of all media that use space in adver- 
tising periodicals, the majority use Service- 
Ads in SRDS to counteract competitive 
tactics with adequate information domi- 
nantly, and constantly in evidence at the 
time and place of media comparison. 


The trend, for years, has been toward 
thinking like this: “No matter what else 
we do in our sales promotion program, 
we'll run informative Service-Ads in SRDS 
to help us sell the way the advertising 
business buys.” 





1740 Ridge Avenue, Evanston, Illinois 

the national authority serving 

the media-buying function 

Walter E. Botthof, Publisher 

Sales Offices—Evanston, New York, Los Angeles 
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eporting on a survey taken by 
R Market Planning Corp. among 
125 top agency and advertiser execu- 
tives, Lee Adler told the American 
Marketing Association that improve- 
ment in media research was of vital 
concern to these “decision makers.” 

Although a number of interviewees 
called for “better” rating services and 
improved sampling techniques, few 
made any concrete suggestions as to 
what should be done to achieve these 
results. A product manager of a ma- 
jor drug firm said, “I don’t know 
what media can do to improve its re- 
search, but one way would seem to be 
to spend more money and hire a bet- 
ter calibre of research people.” 

Another brand manager at a food 
company stated he had no ideas on 
how to improve research, “except to 
make it more scientific.” Still others 
called for complete impartiality on the 
part of the station conducting the re- 
search: “Most of these postcard sur- 
veys are like the references for a job 
applicant—I never look at them be- 
cause they’re always good.” 

While anyone who has ever sold 
anything will admit spending more 
money, hiring “better” people and per- 
haps pointing out the faults of your 
own product do not necessarily mean 
a greater audience, several more spe- 
cific ideas were proposed by a small 
group of people. 

“Media should stop trying to sell 
the size of its audience,” noted the 
ad manager of a bakery firm, “and 
should concentrate on the results it has 
obtained for advertisers. Any presenta- 
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a review of 


current activity 


in national 
spot tv 


tion is improved by case histories and 
sales results which are documented 
and accurate.” 


“In television,” said the media di- 
rector of a large Chicago agency, 
“there is no breakdown of the income 
of the actual audience. All you get is 
an indication of the type of program 
the audience watches. I'd like infor- 
mation concerning the buying power 
and economic status of the people 
watching the shows.” 

A seemingly impossible task was 
proposed by the ad manager of a 
leading drug company: “If media 
could tell how many exposures to a 
commercial or ad were needed to con- 
vert a consumer into a purchaser, it 
would be extremely helpful. Or, if 
there were a way to credit sales to a 
particular media. . . .” 

“There is no doubt,” said a division 





Wallace H. Lancton, account media 
supervisor at Product Services, Inc., 
will be handling the buying on the 
agency's recently appointed Slender- 
ella account. 
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media manager of one of the big three 
soap companies, “that media research 
figures get more attention and have 
more believability when they're paid 
for by more than one interested 
party. On the matter of ratings, the 
biggest improvement I could seek is 
more frequent surveys. In some mar- 
kets, they’re taken yearly, elsewhere 
quarterly and elsewhere monthly. 
Naturally, the last is more costly, but 
up to date and therefore generally 
more usable.” 

Two basic findings showed up in 
the Market Planning Corp. survey: 1. 
Advertiser and agency executives 
want to meke their media selection as 
scientific as possible, and therefore 
want as much factual data as they can 
obtain. (“We're glad to get research,” 
noted one, “because it might be use- 
ful and it doesn’t cost us anything.” ) 
2. The best-liked “pitch” is one which 
relates what media has to offer to the 
solution of a specific marketing prob- 
lem of the prospect. 

And, showing up again as it has in 
countless other surveys, was the fact 
that direct mail from stations is looked 
upon as an almost total waste of 


money. 


AMERICAN METAL 
SPECIALTIES CORP. 


(Philip Klein Adv., Inc., Phila.) 

Key markets across the country began 
placements earlier this month for a new 
AMSCO toy, a musical “Whizzler.” 
Saturation schedules of minutes in kid 
shows are being used. Later this year, a 
quarter-million-dollar campaign will be set 
on 70 stations in 44 major markets for other 
toys. A total of 1,714 spots will be placed. 
Paul Philips is the timebuyer. 
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AMERICAN OIL CO. 
(Joseph Katz Co., N. Y.) 


AMOCO gas, which last used sports shows 
and football games, is setting the half-hour 
syndicated Border Patrol in selected 
southern markets. An alternate-week 
sponsorship for 52 weeks is desired, with the 
show airing between 6:30-11 p.m. No spot 
action as such is planned. Bob Rowell is the 
timebuyer. 


COLGATE-PALMOLIVE CO. 
(McCann-Erickson, Inc., N. Y.) 


The “mystery product” from this company 
berthed at McCann and which was reported 
in Dec. 29 Tele-Scope as an entry into the 
detergent-beauty-bar field christened 
SPREE turns out to be just that. A spot 
introduction into several top markets is set 
for the first of next month, with both day 
and night minutes being used. Enid Cohn is 
handling the timebuying. 


COLGATE-PALMOLIVE CO. 
(Street & Finney, Inc., N. Y.) 

This company’s entry in the liquid detergent 
field, GENIE, which was introduced last 
summer on the west coast and planned to 
move east market by market, has switched 
its thinking somewhat. Three markets 
Portland, Me., Springfield, Mo., and 
Syracuse, N. Y.—are currently running 
13-week saturation schedules of minutes and 
20’s. Additional markets are to be set as 

the results come in, Elenore Scanlan and 
Helen Thomas handle the buying. 


CORNING GLASS WORKS 
(N. W. Ayer & Son, Inc., Phila.) 


Continuing its introduction of 
PYROCERAM cooking ware, a number of 
markets in the south and midwest are 
getting schedules to begin this month and 
next. Filmed minutes in daytime are 
primarily used, with some night spots. 
Frequencies are fairly strong during the 
initial four-week introductory campaign. 
William Kane is the buying contact. 


DAN RIVER MILLS, INC. 
(Grey Adv. Agency, Inc., N. Y.) 

As it usually does at this time of year, the 
fabric firm is preparing a campaign to break 
in April for six-week runs in about 15 

major markets. Daytime minutes in women’s 
programs should be the primary 
ammunition, with the markets basically 
those bought in the past, Aileen Barry is the 
timebuyer. 


EDISON ELECTRICAL 
INSTITUTE 
(Fuller & Smith & Ross, Inc., N.Y.) 


This organization which promotes 
residential wiring is currently using 
participations on several NBC-TV daytime 
programs, but is going into a reported 45 
minor markets outside the network coverage. 
Daytime minutes were to begin about the 
middle of the month and run eight-13 weeks 
on fairly light frequencies, Bernie 
Rasmussen is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 
Another three-week push on INSTANT 
MAXWELL HOUSE coffee kicked off last 
week in a large number of markets. 
Nighttime minutes and 20’s are mainly used. 
Grace Porterfield is the timebuyer. 
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Program Profile. . . . 


Film; NBC-TV; 9-9:30 p.m. EST 
Mon. Opposite Voice of Firestone 
ABC-TV; Danny Thomas CBS-TV. 
On NBC-TV since September 1958. 
Carried on 181 stations. Stars: Craig 
Stevens (in title role), Lola Albright, 
Herschel Bernardi and Hope Em- 
erson. 

Sponsor: Bristol-Myers Co. Bris- 
tol-Myers cumulative gross time 
billing for the show to December 
1958: $1,080,378; 1958 spot expendi- 
ture: $2,525,400. Doherty, Clifford, 
Steers & Shenfield, agency. Charlie 
Winchester, account executive ; Edwin 
Green, timebuyer. (Bristol-Myers also 
sponsors Wanted—Dead or Alive and 
Alfred Hitchcock Presents, both 
CBS-TV, and participates in The Jack 
Paar Show, NBC-TV). 

Production: Spartan Productions 
in association with NBC; Gordon Oli- 


Blake Ed- 


wards, creator-producer-director; By- 





ver, executive producer; 


ron Kane, assistant to producer; Phil- 
lip Lathrop, director of photography ; 
Charles F. Pyke, art director; Henry 
W. Ar- 


gyle Nelson, production supervisor ; 


Mancini, musical director; 


James Paisley, production manager; 
Jason H. Bernie, film editor. 
Format: “Big-city adventure 


series which features Peter Gunn as 





PETER GUNN 





Craig Stevens and Lola Albright 


a troubleshooter who battles the 
underworld for the benefit of the 
world’s decent people,” says NBC 
TV. Bristol-Myers, satisfied, states, 
“We wanted to have an action show 
difference 
turned out to be the music.” (The 
RCA Victor Peter Gunn album is No, 
| in the country, according to Variety 
and The Billboard for the week of 
March 9. The Ray Anthony record, 
Theme for Peter Gunn, is No. 7 in 
Variety and No. 13 in The Billboard 


for the same week). 


with a difference; the 


Ratings: First January Nielsen; 
total audience, 31; average audience, 


28.8, 





GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 

A small group of top markets is getting 
schedules, according to reports, for 
MINUTE RICE to begin the end of this 
month, Filmed minutes in day and night 
slots are set for 13-week runs, Bob Gleckler 
and Joe Therrien are the buying contacts. 


GREYHOUND CORP, 

(Grey Adv, Agency, Inc., N.Y.) 

With the network schedules of this bus firm 
set to switch from Steve Allen to Jack 
Benny, the western division has lined up its 
spot activity. Schedules of 20’s in prime 
time begin April 5 and run through June 13 
in about 27 markets in Idaho, Nevada, 
Washington, Oregon, California, Utah, 
Arizona and Texas, Joan Rutman is the 
timebuyer, 


LEVER BROS. CO. 
(BBDO, N.Y.) 


Liquid WISK detergent, which has been out 
of spot for a year or so while using 
ABC-TV’s American Bandstand and the 
various Lever network properties, returned 
to top markets last week. Daytime minutes 
are set for the balance of the year. Hal 
Davis is the timebuyer. 


LEVER BROS. CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


A number of top markets across the country 
began schedules this month for PRAISE, 
the Lever answer to P&G’s Zest and 
Colgate’s Spree detergent soaps. Placements 
of day and night minutes will run through 
the contract year, Mary Dwyer is the 
timebuyer. 


LIBERTY COMBUSTION CO. 
(Roy S. Durstine, Inc., N. Y.) 


Diversifying into the toy business, this firm 
is lining up spot schedules in “at least” 

25 top markets for its MICKEY MANTLE 
BACKYARD BASEBALL game. 
Placements of filmed minutes in kid shows 
will kick off about May 1 to tie in with the 
ball season, Initial schedules will be brief 
but heavy, with expansion and continuance 
dependent on results. Vice president 

C, W. MacKay is the buying contact. 


LIGGETT & MYERS 
TOBACCO CO. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 

Following the CHESTERFIELD buy noted 


here last issue, it was reported elsewhere 















GET THE 


“REAL” 


PICTURE 


Y.) 


country 


‘The Toledo Market is 
Sold by WSPD Television 


ye Despite the proximity of larger markets, the 


{ANTLE “Billion Dollar Pocketbook”’ of the Toledo Mar- 
ket is dominated by WSPD-TV. With variety 


programming from Comedy, Top Movies, Music, 
Mystery, Westerns, News, Sports, etc., Channel a 
13 holds the listener every day of the week. 


Ask your Katz man for the facts! TOLEDO CHANNEL 13 * TOLEDO 
TELEVISION IS WSPD TELEVISION!! 


“Famous on the local scene 


1 1 = WSPD-TV WAGA-TV -TV WJW-TV ITI-TV 
Stor er "Television z es SPD-T GA-TV WuBK J -_ 


Toledo Atlanta Detroit Cleveland Milwaukee 
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that L&M was planning saturation schedules 
in top markets. However, the activity 

seems much more limited, with some night 
20's set to start about the middle of this 
month for 39 weeks in a small group of 
markets. Phil Tocantins is the timebuyer. 
MANHATTAN SOAP CO., 

Div. of Purex Corp. 

(Edward H. Weiss & Co., Chicago) 
Activity is reported for SWEETHEART 
SOAP from this firm, with schedules of 20's 
going into about 40 top markets. The 
placements will run for five weeks starting 
around issue date. Media manager 

Nate Pinsof is the contact. 

LOUIS MARX & CO., INC. 
(Ted Bates & Co., Inc., N. Y.) 

At the recent Toy Fair in New York, this 
company—which is acknowledged the 
largest toymaker in the country—announced 
it would soon start its first national ad 
program with the emphasis on video ‘ 
commercials. Marx has not previously used 
tv, although about two years ago at this 
time it reportedly was considering using 
some spot. The account moved to Ted Bates 
just last month, and account executive 

Sy Radzwiller reports it’s too soon to 
announce concrete plans, whether activity 


Agency Accounts 

The greatest-billing account to an- 
nounce a move in recent weeks was 
that of American Airlines, which noti- 
fied Lennen & Newell it would take 
its $6-million busine-s elsewhere June 
1. At L&N since 1955, the airline re- 
portedly may go to J. Walter Thomp- 
son, although executive vice president 
Charles A. Rheinstrom (who returned 
to AA after a term as a JWT director) 
said no agencics were being consid- 
ered immediately. 

Doyle Dane Bernbach was awarded 
the $1-million account of Internation- 
al Swimming Pools, which spent les 
than a year at Geyer (now Geyer, 
Morey, Madden & Ballard) Advertis- 
ing. DDB also was appointed by 
the International Ladies’ Garment 
Workers Union to handle a million- 
dollar promotion to achieve recogni- 
tion of the ILGWU label. 

Macfadden 


which used its first video spot last year 


Publications, _ Inc., 
in a barter-type operation through 
Regal Advertising, although Reach, 
McClinton was its agency of record, 
has named Bryan Houston, Inc., to 
handle an intensified campaign. 

Colgate-Palmolive Co., having re- 
cently placed its new Genie liquid- 
detergent product at Street & Finney, 
Inc., moved its Colgate men’s line of 
shaving creams into the agency. John 
W. Shaw, Chicago, formerly handled 
the $500,000 business. 
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From left, Sheldon Moyer, Kenneth G. Manuel, Frank E. Egan and Thomas J. 


King, who have been elevated to the rank of senior vice presidents of D, P. 
Brother & Co., agency handling Oldsmobile and other divisions of General 
Motors Corp. The four executives were previously vice presidents. 


will be spot or network, etc. A timebuyer 
has not yet been appointed. 


NATIONAL CRANBERRY 
ASSOCIATION 

(BBDO, N.Y.) 

About issue date, this organization begins a 
13-week campaign for its OCEAN SPRAY 
brand of cranberry sauces and jellies. 

The top 25 markets get daytime minutes 
and 20's on 10- and 12-plans where 
obtainable. This is the first drive by the 
organization outside the holiday season, and 


Personals 


JIM WATTERSON, timebuyer on 
Falstaff at Dancer-Fitzgerald-Sample, 
New York, is moving to Lambert & 
Feasley, same city. TIM McCLIN- 
TOCK, who’s been buying on Best 





MR. MCCLINTOCK 


Foods and Nestle, will take over on 
Falstaff, while TOM HOLLINGS- 
HEAD, who is moving from McCann- 
Erickson to D-F-S, will pick up Mr. 
McClintock’s former accounts. JIM 
KEARNS, buyer on Peter Paul at 
Dancer, is going to Warwick & Legler, 
where he'll be buying on Ex Lax and 
Bromo Seltzer. 


MARTIN FOODY has been pro- 
moted from assistant to full timebuyer 
at Compton, New York, and will take 
over the accounts vacated by BOB 
LAMKIN, who has left to join Har- 


rington, Righter & Parsons. 


BILL LIERLE and RON STACK 
have been appointed timebuyers at 
Tatham:Laird, Chicago. 


the word is that if sales go up, another 
group of markets will be added. Trow 
Elliman is the timebuyer. 


NATIONAL LEAD CO. 
(Marschalk & Pratt, Inc., N.Y.) 

As it did last year at. this time, DUTCH 
BOY paints has set six-week schedules of 
20’s in New York, Philadelphia, Boston and 
Chicago to begin about April 1. Each 
market will get about 55 spots to run in day 
and night periods. Account executive 

Ed Benedict is the contact. 


EDWARD CUMMINGS has joined 
Noyes & Co., Providence, as media and 
research director. He was formerly vice 
president and media director at Robert 
W. Orr. 

MARY ELIZABETH LOEBER, for- 
merly buyer at Cunningham & Walsh, 
San Francisco, has joined BBDO, same 
city, to buy on Gallo Wines. 

JACK van SLUYS MAES and BILL 
CROKE are two new assistant broad- 
cast buyers at Foote, Cone & Belding, 








MR. CROKE 


New York. Mr. van Sluys Maes will be 
working on (airwick) Stik and Mr. 
Croke on Savarin and General Foods. 


LES HARMON will be buying on 
Kings Wine and Bayuk Cigar at Wer- 
men & Schnorr (formerly Feigenbaum 
& Wermen). He replaces MORT 
YANOW, who had been tv-radio di- 
rector and timebuyer at the Philadel- 
phia agency and who left to become 
advertising manager for Bayuk. 
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gaoug Humm registers a_time- 

buyer's protest against a recent 
trend: “There’s been quite a lot of 
thinking out loud lately from various 
television stations about revising their 
rate structure for prime evening time. 
They, like the Government, don’t seem 
to be aware that there is any course 
other than an upward revision. 

“With ratings as they are, there can- 
not help but be inequities when a spot 
adjacent to a top-10 show costs the 
same as an adjacency to a low-rated 
show. There should be some equitable 
way to work out a simplified rate 
structure to correct this. 

“For the time being, however, the 
main concern should be to give the 
advertiser a break and hold the line 
on rising costs by not increasing the 
prime evening time but by decreasing 
the cost of the not-quite-so-desirable 
time.” 

Mr. Humm was born and reared in 
New York City. He joined Charles W. 


Hoyt about 12 years ago, immediately 


Buyer Profile. ....... +...» . DOUG HUMM 





N. Y., he manages to escape to his 
house in the Catskill Mountains on 
frequent weekends and during vaca- 


tion. There he attends to the countless 
additions and corrections demanded 
of all homeowners. 





on graduation from Lehigh Univer- 
sity, where he had majored in busi- 
ness administration. He’s been with 
the agency ever since. He demurs at 
any impressive title and jokes about 
the importance of his office, a semi- 
private retreat in the busy, modern 
agency. He is, he states, “just time- 
buyer on all the agency’s accounts.” 
(These include Knox gelatin, Amer- 
ican Home Foods, Arnold Bakeries, 
Beechnut coffee, Mail Pouch Tobacco 
Co. and Merck & Co.). 


Although he resides in Flushing, 





OAKITE PRODUCTS CORP. 


(Richard K. Manoff, Inc., N. Y.) 


At press time, plans were waiting approval 
for the first spot campaign for OAKITE 
household cleaner since the account moved 
last December from Calkins & Holden, Inc. 
The entire budget—which previously was 
split between tv, radio and print—will 

go into spot shortly, but the relatively small 
amount of funds will result in only a few 
markets being bought. Exact details as to 
where and when will appear next issue. 
Stan Newman is the timebuyer. 


OLD JUDGE COFFEE CO. 


(Hirsch, Tamm & Ullman, Inc.., 
St. Louis) 


This midwest coffee brand uses weather 
shows in top markets in its distribution area 
throughout the year, and reportedly has 
supplementary schedules of 20's currently 
running in Memphis, Champaign, 
Evansville, Jefferson City and St. Louis. 
Plans are in the making for a strong 
summer push on OLD JUDGE instant iced 
coffee. Eleanor Werner is the timebuyer 


WRGB IS TOPS 




















WRGB . . . the top TV buy delivers this top market. 


WRGB... rated tops in the most recent ARB survey is your top 
_TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 


Albany ... Schenectady... and Troy 


a 
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up to our 
rafters in movies! 


Looking for top film packages for 
the Oregon market? KPTV has 
them! 2,426 features in all—run- 
ning in peak-rated evening peri- 
ods. Just another reason why 
KPTV is your best buy station in 
Portland. Call your Katz man 
today! 


Check over this list: 
Paramount 
RKO 
Dream Package 


21 Package 
Princess 
Enterprise 

Fox 52 

Galaxy 20 
Anniversary 
United Artist 
Selznick Features 
Shock 

Son of Shock 
RKO Showcase 
Triple Crown 
Warner Bros. (+7 through 13) 
Columbia Misc. 
Banner 33 
Interstate TV 


| ae Oregon 
af channel 1 2 


Oregon's FIRST Television Station 
Represented by the 
Katz Agency, Inc, 











Critics Award Package (+1 & 2) 


— 
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| (Smith-Greenland Co., N. Y.) 


Returning to spot after initial placements 
last year, WHIRLAWAY car washers is 
setting brief schedules in about 30 cities 
across the country. Nighttime minutes in 
light frequencies will run for about four 
weeks in most markets. Media director 
Les Towne is the contact. 


PAM INDUSTRIES 
(Arthur Meyerhoff & Co., Chicago) 


Early this month, this new client of the 
agency began schedules in top markets for 
PAM DRY FRY, a spray-can cooking oil. 
Filmed minutes were set for 52 weeks on 
several stations in New York and elsewhere, 


~ 2) OZROW PRODUCTS, INC. 


with heavy frequencies in both day and 
night periods used. Evelyn Vanderploeg 
is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Adv. Agency, Inc., N.Y.) 
An expansion program is on for DUNCAN 
HINES, according to reports, and the 
products are moving into southeast markets. 
Minutes and lesser placements of 20's 

are being set in both day and night slots 

to run throughout the P&G contract 

year. Joe Burbeck and Doug McMullan are 
the buying contacts. 


PROCTER & GAMBLE CO, 
(Tatham-Laird, Inc., Chicago) 
This company’s FLUFFO shortening, which 





7 








MR. MOHLER 


Jack Mohler has been appointed 
eastern sales manager of the new firm, 
Tv Advertising Representatives, Inc., 
which will handle the Westinghouse 
Broadcasting Co. video stations after 
July 1. 

The appointment was announced 
by TvAR’s general manager, Larry 
Israel, who stated Mr. Mohler’s excel- 
lent record made first choice 
among 400 applicants. At Blair-Tv 
for the Mohler 
previously was director of sales devel- 
opment for CBS Tv Spot Sales and, 
before that, he was at wor New York 
as an account executive. He will work 
out of the firm’s new offices at 666 
Fifth Avenue. 

Richard G. Koenig, who has been 
a video account executive with the 
Bolling Co. for the last five years, 
has joined the New York office of 
Peters, Griffin, Woodward, Inc., 
similar capacity. 

Joining the PGW midwest sales 
staff, Julian Kanter will work from 
the Chicago office. 
WBBM-TV Chicago as an account ex- 
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past two years, Mr. 
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He was last with 





ecutive. 


Also in Chicago, Joseph Hogan has 







Rep Report 





MR. HOGAN 


tv sales staff of the Katz 
Agency, last having served as an ac- 
count executive with Weed Tv Corp. 

In the New Orleans office of the 
Clarke Brown Co., John A. Hicks has 
beon appointed manager. He has been 
with the firm since 1954 in the At 
lanta office. Replacing him in Atlanta 
is Bill Jones, 
Outdoor Advertising. 

On the coast, George E. Halleman 
Jr. has been named to head the tv- 
radio department of Duncan Scott & 
Co. He will work from the Los Ar 
geles office, having previously served 
in Chicago with Howard Wilson re 
dio representatives, NBC spot sales 
and WAAF. 
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MR. HALLEMAN 
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Roger Shaffer has been made national 
sales manager of WSPA-TV Spartan- 
burg, it has been announced by Wal- 
ter Brown, president of Spartan Ra- 
diocasting Co. Mr. Shaffer has been 
with WsPA since 1940 and manager 
since 1947. He succeeds Charles Bell, 
who becomes executive vice president 
of WSAV-TV-AM. At the same time, 
Ross Holmes was named manager of 
WSPA, 


came into spot with a 10-market buy last 
summer, is reported as expanding into a 
great many additional areas with 
contract-year schedules of daytime minutes. 
The contact is John Deacon, broadcast 
media manager. 


PROCTER & GAMBLE CO. | 
(Young & Rubicam, Inc., N. Y.) 


Following the activity reported here last 

issue for SPIC "N SPAN from this agency, 
CHEER was lining up a goodly number 

of both major and lesser markets for 
schedules to start about the middle of the 
month. The placements will run for 52 

weeks in most cases. Minute films in 
early-evening and late-night slots will be 
used. Charles Buccieri is the timebuyer. 


REVLON PRODUCTS CORP. 


(Mogul, Lewin, Williams & Saylor, 
Inc., N. Y.) 


HI AND DRY, the deodorant product from 
this firm, was reported at press time as 
getting set to go with brief placements in a 
number of top markets. Filmed minutes 

in both day and night spots would be used. 
Ed Tashjian is the timebuyer. 











SALADA-SHIRRIFF-HORSEY, 
INC. 


(SSC&B, N.Y.) 


This firm just assigned its SEA brand of 
frozen shrimp products to the agency 
‘already handling its tea and “Junket” 
products), and currently has a Lenten- 
season introductory campaign going in a 
number of its regular markets, which are 
primarily eastern. Following will be several 
fights to hit the spring and summer periods 
of hot weather, cool cooking. Filmed 
minutes, mainly daytime, are used. Bob 
Anderson is the timebuyer. 
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. . . covers the nation's 


- 
TV MARKET 


The Quad-City Metropolitan Area, home of WHBF-TYV, is the 
hub of a great agriculture and industrial territory that encom- 
passes 1,300,000 people . . . the 47th TV market in the nation. 





This Quad-City Metropolitan Area is highly recommended as a 
mid-America test market. For here is a well-balanced economy 
with stable buying power, isolated from any other major market 
influences. 


Ask Avery-Knodel, representatives, for complete market data 
or write to Maurice Corken, WHBF-TV, Telco Bldg., Rock Island, 
Illinois. 


WHBF-TV 
CBS FOR THE QUAD-CITIES 


Eastern lowa and Western Illinois 
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SALADA-SHIRRIFF-HORSEY, 
INC, 


(H.W. Warden Associates, Inc., 
N.Y.) 

This firm is entering the instant potatoes 
field with POTATO PLUS, a new product 
being introduced currently in selected 
markets in New York state. Filmed minutes 
and 20’s are running, and the campaign is 
not a test, but an initial launching that 
should carry eventually into the regular 
Salada markets. Media director Jim Barrett 
is the buying contact. 





SANDURA CO., INC. 


(Hicks & Greist, Inc., N. Y.) 


It’s reported that SANDRAN is lining up 
program buys in over 30 markets throughout 
the midwest. Vince Daraio handles the 
buying. (In addition to the national 
placements, a few local Sandran 
distributors place business through local 
agencies, often buying around the shows 
and spots placed from New York. Hirsch, 
Tamm & Ullman, Inc., St. Louis, recently 
set light ID schedules "for 26 weeks in 
Columbia, Mo., Springfield, Ill., and 
Springfield, Mo., for the Kentucky-Illinois- 


HEAD‘ AND SHOULDERS ABOVE THE REST 


f 





This average, 
November 
proves, 
WJAC-TV is the BIG BUY 
in its area. 





WJAC-TV 


Over one million television homes make up the Johnstown-Altoona Coverage 
Area, encompassing 36 Western Pennsylvania counties, 3 Maryland counties, 


and 2 counties in West Virginia. 
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WFBG-TV WARD-TV 


Harrington, Righter & Parsons, Inc. 


in the Johnstown-Altoona Area 


WJAC-TV stands out above the others, with 
a rating of 71.9, station share of audience, 
sign-on to sign-off, as compared to 28.1] 
for WFBG-TV and 0.4 for WARD-TV. 


from ARB, 
19-25, 1958, 
once again, that 


| With a lead of nearly 3 to | 
over its nearest competitor, 
it’s plain that WJAC-TV is the 
station viewers prefer. Buy 
the station that delivers the 
. WJAC.-TV. 


audience . 









JOHNSTOWN - CHANNEL § 





Missouri dealer. Tv director Eleanor Werner 
did the buying.) 


JOS. SCHLITZ BREWING CO. 
(J. Walter Thompson Co., Chicago) 
The campaigns for SCHLITZ beer for late 
spring and early summer are reportedly 
being firmed up now in regular markets— 
standard practice throughout the brewing 
industry. (Miller Brewing Co., through 
Mathisson & Associates, Inc., Milwaukee, is 
another reported hypoing its schedules 

at present.) Ty-radio department manager 
John Mosman is the Schlitz contact. 


W. F. SCHRAFFT & SONS 
CORP. 

(Richard K. Manoff, Inc., N. Y.) 
This candy maker ran a 10-day spot push in 
some 60 markets before Valentine’s Day 
(Dec. 29 Spot Report) and has 
recommended a similar campaign just 
before Mother’s Day, May 10. However, the 
company is also considering a Today-Jack 
Paar type of buy, and yet another kind of 
video placement. If a network deal is made, 
any spot might be confined to 
supplementary action. One way or another, 





Louis Sciortino, former Wichita news- 
paper advertising executive, has been 
appointed local sales manager of KTVH 
Wichita, it has been announced by 
Howard O. 
ager. 


Peterson, general man- 





When you buy 


KCTV, SAN ANGELO 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 


© FF cw, san anctio A 
J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 
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Hathaway Watson has been made a 
vice president of RKO Teleradio Pic- 
tures and will serve with the compa- 
ny’s New York headquarters staff, it 
has been been announced by Thomas 
F. O'Neil, president. He was formerly 
a partner of the management consult- 
ing firm of Booz, Allen, Hamilton. 


the budget will be in tv. A decision is 
expected late this month. Media director 
Bob Kibrick and timebuyer Stan Newman 
are the contacts. 


SINCLAIR REFINING CO. 


(Geyer, Morey, Madden & Ballard, 
Inc., N. Y.) 

Although reported elsewhere that Sinclair 
was setting a major campaign in both top 
and lesser markets in a wide cross-country 
area, the buy is actually confined to 

small groups in the Great Lakes and Rocky 
Mountain regions. Night 20’s began 


LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
Gg 222 £. 56th St., New York City 








STATION NETWORK 
and PERSONAL 
REPRESENTATIVE 






KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
PLaza 5-4262 
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last week for about eight weeks, with 
various other markets getting newspaper 
and radio activity for possible competitive 
testing. The oil company has done little ty 
since 1956, so good results could mean a 
return to the medium. Kay Shanahan 

is the timebuyer. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 

This company’s FLEISCHMANN’S 
SUPREME margarine, which tested late 
last year, is now in widespread distribution 
and using a handful of regional markets 
for day and night minutes. Conant Sawyer 
is the timebuyer. Another Standard Brands 
product, BLUE BONNET margarine, 

set some six-week schedules of daytime 
minutes in a small number of markets last 
month and reportedly is adding more to 
start April 1. Len Soglio is the timebuyer. 


Agency Adds 

Hoyt Allen, formerly 
producer in charge of all Procter & 
Gamble tv commercial activity at 
Benton & Bowles, Inc., has joined 
Foote, Cone & Belding, Inc., as a tv 





MR, AMSDEN 


commercial production supervisor. 


In Omaha, Don B. Amsden 


named manager of the tv-radio de- 
partment at Allen & Reynolds, Ad- 


vertising. He has been 


Joining the department as production 
assistant is Robert Spittler, who was 
formerly producer-director for Wow- 


TV Omaha. 


Nick Gibson, last with Compton 
Advertising as a commercial producer 
and previously with 20th Century- 
Fox, Warner Bros. and Walt Disney 
Studios, has joined Kenyon & Eck- 


hardt, Inc., as a producer. 

Jerry Samuelsohn has joined the 
tv-radio department of Wermen & 
Schnorr, Inc., Philadelphia, as a pro- 
ducer-director. He was formerly with 


wcau-TV Philadelphia as a senior di- 
rector and head of the station’s film- 
production unit. 


executive 


was 


with the 
agency 10 years as assistant director. 


WLBC-TV 


MUNCIE 


Middietown, U.S.A. 


WLBC-TV 


MUNCIE 


Crossroads of the Middle West 


 WLBC-TV 


MUNCIE 


Cross-section of the nation 


WLBC-TV 






MUNCIE 
Test Market, U.S.A. 


and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-TV 


Muncie, Indiana 
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ow Wiw-a 
T STARS 





w-a channel 11 atlanta 


of the 6 dynamic WLW Stations 





Full ABC Network Affiliation 

Sales Offices: New York, Cincinnati, Chicago, Cleveland 
Saies Representatives: NBC Spot Sales—Detroit; Tracy 
Moore & Associates—Los Angeles, San Francisco; 


Bomar Lowrance & Associates, Inc.,—Atlanta, Dallas 


Crosley Broadcasting Corporation, a division ot Aveo 
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BOSTON 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 








1. Silent Service (CNP) wez-tv Fri. 7 25.0 
2. Highway Patrol (Ziv) wez-Tv Tue. 7 0223.3 
3. Jeff’s Collie (ITC) wez-tTv Mon. 7 ........ 19.4 
4. Gray Ghost (CBS) wez-tv Wed. 7 ... 19 
5. Decoy (Official) wez-Tv Sun. 10:30 ....... 18.6 
6. City Detective (MCA) wNac-Tv Tue. 8 . 15.9 
7. Walter Winchell File (NTA) 

See Ge © cath cdunaasecnaceavcus 15.8 
8. SA 7 (MCA) wHpH-tv Fri. 10:30 ..... -15.2 
9. Huckleberry Hound (Kellogg) 

Warae-Gy Tim, 0280 occccscecs< orcee ee 14.9 
10. Superman (Kellogg) wNao-tTv Fri. 6:30 ....13.9 
11, Sea Hunt (Ziv) wWHDH-TV Tue. 10:30 ...... 13.1 
12. Whirlybirds (CBS) wez-tv Sun. 6:15 ..... 12.8 
12. Flight (CNP) wez-tv Sat. 7 ...........0. 12.8 
13. 26 Men (ABC) wsz-Tv Sun. 7 .... occ e SSS 
14. Woody Woodpecker (Kellogg) 

WNAC-TV Mon. 6:30 ........... Seevecees 12.4 
14, Divorce Court (Guild) wHpu-Tv Thu. 10 ...12.4 
TOP FEATURE FILMS 
1. Early Show wNac-Tv Mon. 5-6:30 ........ 16.6 
2. Boston Movietime wBz-Tv Mon. 5-6:45 ....16.3 
3. Cinema 7 wNac-Tv Sun. 12-5 ..... coco cdl 
4. Boston Movietime wez-tv Fri. 5 15.5 
5. Boston Movietime waz-tTv Wed. 5 15.1 
TOP NETWORK SHOWS 

1. I've Got a Secret wNac-TV ° . 
2. 77 Sunset Strip WHDH-TV ............. 38.5 
SS, SE ee I ka cis cebawecce sce 37.0 
4, Wagon Teale WEBE-SV 2... cccccccscccccccd 36.0 
5. Perry Mason WNAO-TV ......cccccccceess 35.8 
©, Gemameend WAI cc ecccccccccscccces 33.1 
7. Loretta Young Presents wez-Tv ...... 32.5 
8. Alfred Hitchcock Presents WNAC-TV .......31.8 
ef fT a ae eee 1.8 
9. The Rifleman WHDH-TV ....... Sebeeccces 1.6 
NASHVILLE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Highway Patrol (Ziv) wsM-Tv Mon. 9 2 
2. Roy Rogers (Roy Rogers Syndication, Inc.) 

WHEY BOR. DISS Kvon oc wbeceesecccss 22.5 
3. U.S. Marshal (NTA) wsM-TV Mon. 9:30 20.5 
4. Popeye (UAA) wLac-Tv Sat. 6 ..... 20.0 
5. Highway Patrol (Ziv) wsmM-tTv Sat. 10 ....18.7 
6. Target (Ziv) wstx-Tv Fri. 9:30 ...... 18 
7. Mackenzie’s Raiders (Ziv) WSM-TV 

WE. BSED. nn cdsadues casesuscavecios 17.9 
8. Popeye (UAA) wtac-Tv M-F 5:45 .. 17.8 
9. Rescue 8 (Screen Gems) WSM-TV 

Me. DADS  caeerisécdawcccvcessas . noes 
10. Sergeant. Preston of the Yukon (ITC) 

WERE BR.  BsEe ccccencusseascce » 36.4 
11. Our Gang (Interstate) wLac-Tv Tue. 6:30 .16.2 


orm & bb 


AOurR wre 


ooo 


Huckleberry Hound (Kellogg) WLAC-TV 
Thu. 5:15 








State Trooper (MCA) w 1 

Sky King (Nabisco) wiac-tv Fri. 5:15 ...15.3 
5. Woody Woodpecker (Kellogg) 

Weawd-Oe Te. GIES 2 dkccvrencassancss 14.8 

Wild Bill Hickok (Kellogg) 

WLAC-TV Wed. 5:15 ..cccccccccceee+++- 14.8 

TOP FEATURE FILMS 

Best of Warner Bros. WLAC-TV 

Sat. 9:30-11:15 ....... 7 

Big Show wLac-Tv Sat. 4- 3.3 
- Shock Jr. wstx-Tv Sun. 1-2:15 .......... 12.9 


Shock Theatre wstx-Tv Fri. 10:15-11:45 ..11.1 


Academy Movie WSIX-TV Sun. 9:30-11 ....10.6 
TOP NETWORK SHOWS 

GOR RAE nc cccccccscsccsoece 43.9 

WT TURN WEY cccccwccessesoees 43.8 


Father Knows Best wLac- 
The Rifleman wSIx-Tv 

What’s My Line wLac-Tv 
Danny Thomas WLAC-TV 
The Real McCoys wsIX-TV ......... 
Maverick wSsIX-TV ove 
Perry Como WSM-TV ...... 
Have Gun. Will Travel wiLac-TV . 33. 
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CHICAGO 
1-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


1. Sea Hunt (Ziv) wNBQ Sun, 9:30 ......,.. 28.9 
2. Silent Service (CNP) wneq Tue. 9:30 .. 20.9 
3. Highway Patrol (Ziv) wGN-tv Fri. 9:30 +194 
4. Mike Hammer (MCA) WoN-TV Thu. 9:30 ..19) 
5. Superman (Kellogg) WGN-TV Tue. 6 ... 179 
5. Target (Ziv) WGN-TV Wed. 9:30 .... -.178 


6. Mackenzie's Raiders (Ziv) WNBQ Wed. 9:30 11. 


7. Citizen Soldier (Flamingo) WNBQ Mon. 9:30 17.9 
8. Three Stooges (Screen Gems) WGN-Ty 

M-F 4:30 ..... ‘ 000 000seeseesennn 
8. Huckleberry Hound (Kellogg) woNn-tv 

Wee, CIO casace eeee ceseccccenenn 16.5 
8. Sky King (Nabisco) WGN-TV Thu. 6 ....., 16.5 
9. Annie Oakley (CBS) won-tv Fri. 6 ...... 164 
6. Bugs Bunny (UAA) wen-Tv M-F 6:30 . 147 
1. Cisco Kid (Ziv) WGN-TV Mon. 6 oc vasaeee 
2. Rescue 8 (Screen Gems) WGN-TV Mon. 8:30 145 


TOP FEATURE FILMS 


. Best of CBS wspM-Tv Sat. 10-12:15 a.m. .342 





i 
2. Festival of Stars WGN-TV Thu. 10-11:30 ..18) 
3. Prestige Performance WBBM-TV 

Sun. 10:39-12 mid. ..... ocean 
4. Evening Performance WBBM-TV 

Del. 10228-39:80 GM. .cccccsecsecannee 
5. Evening Performance WBBM-TV 

Wel. 10:15-13 mid. ..ccccsccccssccccun 15.5 

TOP NETWORK SHOWS 
1. Gunsmoke WBEM-TV occccceceess Senn 
2. Locetta Young Presents wNBQ ............402 
3. Perry Como wWNBQ . ; ‘ ° 006 ae 
4. Danny Thomas WBBM-TV Se 
5. Tho Rifleman WBKB ...... ++ 00368 
6. Person to Person WBBM-TV ........--se00+ 36.5 
7. Chevy Show WNBQ ..... | 
8. Father Knows Best WBBM-TV ......... ++ 344 
9. Maverick WBKB ... .....- occeseonen 
0. Red Skelton WBBM-TV 
PHILADELPHIA 
3-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 
1. Silent Service (CNP) writ-Tv Sun. 6:30 ..281 
2. Popeye (UAA) wFIL-Tv M-F 6 
. San Francisco Beat (CBS) WCAU-TV 

Sat. 10:30 ° ecccceccesess ovceate 
4. Tv Readers Digest (Schubert) WFIL-Tv 

Sum. 6 ccccee —- occccescceseuseen 21) 
5. Adventures of Jim Bowie (ABC) wRcv-TVY 

Bee G acuuccswdesceseccesves et 
6. State Trooper (MCA) wrecv-Tv Thu. 7 ....I14 
7. Bowling Stars (Sterling) WFIL-TV 

Sun. 4:30 aeewnevecaw eerie ooccoeme 
8. Death Valley Days (U.S. Borax) WRCV-TY 

Bee: | naedcn0neceeseocse — 
9. African Patrol (GKS) wrov-Tv Wed. 7 ...16) 


10. Mike Hammer (MCA) woau-Tv Tue. 8 ....158 
11. Highway Patrol (Ziv) wrRcv-Tv 

Tue. 10:30 cos eescoesacvesese 
Sea Hunt (Ziv) woau-tv Sat. 7 .. 








12 
13. Annie Oakley (CBS) woau-Tv Sat. 5 ......%8 
13. Jeff’s Collie (ITC) writ-tv Sat. 6 ......l8 
14. If You Had a Million (MCA) 

WROV-TV Tue. 7 wcccccccccccccccccsseunt 

TOP FEATURE FILMS 

1. Film Festival woau-Tv Sun. 1-3 .......see8l 
2. Early Show wceav-Tv Wed. 
3. Early Show wecavu-Tv Fri. 
4. Early Show wcau-Tv Mon. 5:30-7 ....+++ 16 


. Early Show woau-Tv Thu. 5:30-7 ....+-eel8 


o 


n 


TOP NETWORK SHOW 














1. 77 Sunset Strip WFIL-TV ..... oocce sen 
2. The Rifleman WFIL-TV ........--0+++00M 
3. Wagon Train WROV-TV ......--++ese008 oy 
4. Person to Person WOAU-TV .......e++e088 a 
5. Maverick WFIL-TV .....cceeeceececseeee® 

6. Perry Como WROV-TV P 

7. Loretta Young Presents WROV-TV .....- Ar 
8. Wyatt Earp WFIL-TV ........... TC 
9. Gunsmoke WCAU-TV ........0ccccccccsme 3 


10. The Real McCoys WFIL-TV .......000ee008 
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2. Whirlybirds (CBS) wiic Mon. 7 
. Championship Bowling 


CINCINNATI 
3-Station Report 
(one-week ratings) 

TOP SYNDICATED FILMS 





Highway Patrol (Ziv) wkRC-Tv Sat. 10:30, .34.0 
Death Valley Days (U. 8. Borax) 

wkro-tv Fri. 7 ... WeTTTTOTT Teeter 
Woody Woodpecker (Kellogg) 

woreae Tus. 6 .cocccsecasescosesaceces 28.3 
Danger Is My Business (CNP) 

WLWw-T Mon. oenesesessesceceocee 28.0 
Huckleberry Hound (Kellogg) 

eeneae Well. 6. .6<csnndensb bens ewe oc 26.9 
Mackenzie’s Raiders (Ziv) wkRC-TV Tue. 7 ..26.6 
Mike Hammer (MCA) wkROC-TV Wed 9 ..... 26.6 
Gray Ghost (CBS) wkro-Tv Sat. 7 .......23 
Roy Rogers (Roy Rogers Syndication, Inc.) 
woro-tv Wed. 6:30 ...cceccccccccscece 5 
26 Men (ABC) wiw-T Thu. 7 ........-. 8 
Cisco Kid (Ziv) wcepo-Tv Sun. 6 ......... 8 
Decoy (Official) wuw-T Sun 10:30 ....... 5 
Superman (Kellogg) WCPO-TV Mon. 6 ...... 21.2 
Rescue 8 (Screen Gems) WLW-T Wed. 10:30 .21.2 
Bold Venture (Ziv) WLW-T Tue. 10:30 ...... 20.3 
Search For Adventure (Bagnall) 

wLw-t Wed. 7 cence benseeseeneanecoge 20.3 

TOP FEATURE FILMS 

. Gold Cup Matinee wLw-T Sun. 6-7:30 ..... 16.5 
Sunday Playhouse WKRC-TV Sun. 2-3:45 ....13.3 
Home Theatre wKRO-TV Sat. 11:15-2 a.m. ..12.6 
Home Theatre WKRC-TV Mon. 

12235-13345 G.m. wccccccccccccccccsces 9.9 


Gold Cup Matinee wLw-T Wed. 5-6:30 .... 9.6 


TOP NETWORK SHOWS 








The Rifleman WOPO-TV .....ccccccccceses 53.2 
B. Movetick WOPO-TY .ccccccccccccesscscect 2 
Wagon Train wWLWw-T 9.1 
The Real McCoys WOPO-TV ....ccccececes 48.9 
lIoretta Young Presents WLW-T ........... 46.5 
Gunsmoke WKRO-TV -8 
Wyatt Earp wWCPo-TV .6 
77 Sunset Strip WCPO-TV ............- 40.7 
BONER WOPOEF occ cc ccncusenassednss 40.5 
, Gugamfesl WORO-BY oc cccccesceccwecsssse 40.4 


PITTSBURGH 

3-Station Report 

(one-week ratings) 
TOP SYNDICATED FILMS 


State Trooper (MCA) KDKA-Tv Sat. 10:30 ..3 

The Honeymooners (CBS) wiic Sat. 7 ......30.6 
Silent Service (CNP) KDKa-Tv Sat. 11 2 
Sea Hunt (Ziv) KDKa-Tv Tue. 8 2 
Huckleberry Hound (Kellogg) wTraE Mon. 7 .21.3 


Popeye (UAA) wiic Sat. 9:30 ...........20.1 
Death Valley Days (U. S. Borax) 

peer Dhe. F500 vovcscwnSateceveceus 17.6 
Popeye (UAA) wiic M-F 5 ............. 16.2 
Roy Rogers (Roy Rogers Syndication, Inc.) 
Saea-ae Fel. 6280 . wcccscnusesvencoase 16.2 


Decoy (Official) KDKA-TV Tue. 7:30 ....... 15.9 
Highway Patrol (Ziv) wie Tue. 7 
Sky King (Nabisco) KDKa-TV Sat. § 
Amos ‘n’ Andy (CBS) wirtc M-F 5 ........ 15.6 
(Schwimmer) 

WTAE Sat. 6 14.8 


TOP FEATURE FILMS 


Comedy Hall of Fame wiic Sun, 6-7:30 ....32.0 
2. Million Dollar Movie wrae Sun. 9-10:45 ...22.2 

Gateway Studio Presents KDKA-TV 

Be BEABG-2 BAR. ocenncscses Soeceseevee 20.5 

Sunday Afternoon Feature KDKA-Ty Sun. 3.5 .17.8 

Gateway Studio Presents KDKA-TV 

Oe Sc2S-R:05 BO csccdncdeccateeena 15.8 


ND MOE <bincdieddscuateesens 47.9 
Have Gun, Will Travel KDKA-TV ......... 43.0 
Father Knows Best KDKA-TV ............. 41.5 
4. Perry Mason KDKA-TV ..........0.ecceees 38.5 
5. Danny Thomas KDKA-TV ................38.0 
. Desilu Playhouse KDKA-TV ...........+..37.6 
mee eenen WHAM Ss ok dcdk scsancacewoe 37.6 
Red Skelton KDKA-TV ...........2.22++-36.0 
Tr GOO WHE ..0<ccscacecsseesecewe 34.9 
9. Playhouse 90 KDKA-TV ........ccceeecees 34.1 


TOP NETWORK SHOWS 
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CLEVELAND 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 





1. Sky King (Nabisco) Kyw-Tv Sat. 6 as -22.3 
2. Popeye (UAA) Krw-Tv M-F 5 .......... 20.9 
3. Three Stooges (Screen Gems) wews M-F 6 20.7 
4. U. 8S. Marshal (NTA) wews Fri. 10:30 ...20.3 
4. Silent Service (CNP) wsw-tv Sat. 10:30 20.3 
5. It’s a Great Life (Victory) Kyw-Tv Sat. 7 ..17.6 
6. Casey Jones (Screen Gems) Kyw-tv Sat. 6:30 17.4 
6. Bold Venture (Ziv) Kyw-Tv Sat. 10:30 ....17.4 
7. Sea Hunt (Ziv) wyw-tv Sat. 7 .......... 16.9 
8. Superman (Kellogg) Kyw-tv Fri. 7:30 ....16.0 
9. 26 Men (ABC) wews Thu. 10 ........... 15.7 
10. Union Pacific (CNP) Kyw-tTv Wed. 10:30 ..15.4 
11. 26 Men (ABC) wews Sun. 6 ies -+--15.0 
12. Decoy (Official) Kyw-TV Mon. 10:30 ..... 14.9 
13. Popeye (UAA) Kyw-Tv Sat. 5:30 ........ 14.4 
TOP FEATURE FILMS 

1. Early Show krw-Tv Tue. 5:45-7-15 ....... 21.6 

2. Academy Award Theatre Kyw-Tv Sun. 
BO 5SO-23245 G GM. coccacescossces ~++-16.9 
3. Masterpiece Theatre wsw-Tv Sun. 5:30-7:15 15.7 
4. Early Show kyw-tv Thu. 5:45-7:15 ..... 15.6 
5. Early Show Kyw-tTv Wed. 5:45-7:15 ..... 15.3 

TOP NETWORK SHOWS 

BD. Bepmeeie WWD ccccccccccccccsscesccans 45.6 
2. Loretta Young Presents KYW-TV .......... 43.9 
BD. TE Bees Gate WD occ od ccecvce i 43.7 
G. Td TR WUE. cc cccciunciesesesece .41.4 
5. The Real McCoys wews ccccscccesteee 
C, Wee ee BS non oo cw ctdscvancee 38.7 
T. GD WOW on vce ccccsecsuass . 37.2 
8. Pomp Came SENSU 2. ccccecceccsss - «36.5 
0. Bee Ge. WIS ncneccnvcccosecdeae 34.2 
10. Person to Person WIW-TV ......--seee00% 33.4 

SAN FRANCISCO 

4-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 
1. Sea Hunt (Ziv) KRON-TV Tue. 7 Perry | 
2. Highway Patrol (Ziv) KnoN-TV Tue. 6:30 ..19.7 
3. Divorce Court (Guild) KRON-TV Sat. 6 ....17.2 
4. U. S. Marshal (NTA) KRON-TV Thu. 7 ...16.6 
5. Rescue 8 (Screen Gems) KRON-TV Wed. -15.8 
6. San Francisco Beat (CBS) Kprx Sat. 9:30 ..14.5 
7. Popeye (UAA) KTVU M-F 5 socceeccesehee 
8. Science In Action (Coronet) KRON-TV Mon. 7 .12.7 
8. Bold Venture (Ziv) KRON-TV Thu. 6:30 ...12.7 
9. The Honeymooners (CBS) Knon-tTv Wed. 7 .12.6 
10. Science Fiction Theatre (Ziv) 
mpot-ty Bem, FT onc cwccccscccccccoccses 12.4 
11. Colonel Flack (CBS) Kron-TvV Mon. 6:30 ..10.4 
11. Treasure (Bagnall) KRON-Tv Fri. 6:30 ...10.4 
12. Amos ’n’ Andy (CBS) KTvu M-F 6 ........ 10.1 
13. Frontier (CNP) KGo-TV Sun. 6:30 ........ 9.3 
13. Mackenzie’s Raiders (Ziv) KPIX Wed. 7 .... 9.3 
TOP FEATURE FILMS 

1. Best of MGM KGo-Tv Sat. 10-12:30 a.m. ...13.0 
2. Fabulous Features Krpix Sun. 5-7 ......... 11.0 
3. Movie Time KRON-TV Sun. 5:30-7 ....... 10.4 
4. Big Movie KPIxX Wed. 10-12 mid. ........ 9.9 
5. Big Movie Kprx Thu. 10-12 mid. .......... 8.7 


TOP NETWORK SHOWS 





S, SE RG oc wr dnkie 000s sind ccotes 5 
S.. GD MEG on inh kos 500 ccnccvcsce 2.9 
3. Father Knows Best EPIX ........csccscees 1 
4. Tales of Wells Fargo KRON-TV ...........30.9 
GC. Wage Danie MMOH SY ccc ccvcicccccecess 30.8 
C. eee ee WO on ccdocce ds cawacean 30.3 
7. Have Gun, Will Travel KPIX ............ 29.3 
8. Loretta Young Presents KRON-TV ..........29.2 
9. People Are Funny KRON-TV ...........0. 28.5 
Dae Gi Nn scxnsdcconedisone 28.5 














THE 


LAUREL 
AND 


HARDY 


SHOW 


Gets Top Ratings on 
KDKA-TV, Pittsburgh 


Wire or phone 
Art Kerman 
today for 
availability 

in your market, 





GOVERNOR TELEVISION 


375 Park Avenue, N.Y.C. 
PLaza 3-6216 








© MOST 


Nighttime M-F quarter 
hours (As many as all 
other area stations com- 
bined) 

DEC 1958 ARB 


© MOST 


Power—% Million Watts 
Tower—1000 ft. Between 
Springfield-Decatur 


© MOST 


Audience For Your 
Money—Lowest Cost Per 
... over 200,000 TV 


Homes 


IT'S THE MOST 





NBC TELEVISION for 
Springfield-Decatur 
CENTRAL ILLINOIS 


Cs 








PAAR-TICIPATIONS 
53.2 SHARE DEC. ARB 











AVAILABILITIES 
YOUNG TELEVISION 
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TAYLOR-REED CORP. 
(Hicks & Greist, Inc., N. Y.) 

Activity on this firm’s COCOA-MARSH 
remains steady—which means buying is 
constant, but not of major-drive 
proportions. New markets are frequently 
opened up and existing schedules improved. 
Minutes in kid shows are used. Mort Reiner 
is the timebuyer. (Some spot action is 
rumored as forthcoming from another 
account at the agency, Dixie Cup Co., but 
definite plans here are not yet made.) 
























BUY THE 
“OIL-RICH"™ WEST TEXAS 
MARKET 


99,595 TV SETS 


AS OF JULY 1958 
. .. With this 


Kind of Money to spend... 
CSI PER HOUSEHOLD 


MIDLAND $7,466 
ODESSA $7,104 
BIG SPRING $5,978 


Che pee => 
Venard, Rintoul & McConnell, Inc. 
South—Clarke Brown Company 


NO GAMBLE 


IN LAS VEGAS 
KSHO-TY Offers 


A Money-Back 
Guarantee! 


Tdi 


Increase To All 


FOOD ADVERTISERS 


Station Reserves the right to refuse any 
product 































































Contact: 


FOR JOE & CO. 


A - York—Chicago 
ncisco—Los Angeles 


KSHO- “TV 
Chay, we) 


on the grounds of 
EL RANCHO VEGAS 
LAS VEGAS, NEVADA 
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TEXAS CO. 
(Cunningham & Walsh, Inc., N.Y.) 
As it’s done for the past few years, 
TEXACO will kick off its spring campaign 
about April 10 for four-week runs in over 
90 markets. Most of the markets are the 
ones used last year, although a few 
additions will probably be made. Heavy 
schedules of ID’s and 20’s, with some 
minutes, will run throughout the week. 
Jerry Sprague is the buying contact. 


UNITED ARTISTS CORP. 
(Monroe Greenthal Co., Inc., N. Y.) 


Schedules of minutes, station breaks and 
ID’s are being set in markets across the 
country for Some Like It Hot, the new 
Marilyn Monroe picture. Placements are 
made for five days only to coincide with the 
film’s opening. Starting dates vary from 
market to market. Harvey Schulman 

is the timebuyer. 


U. S. POOL. CORP. 

(Levy Adv. Agency, Newark, N. J.) 
This maker of home swimming pools is 
formulating plans for a widespread use of 
spot this year, starting shortly in southern 
markets and moving north as the weather 
warms up. The exact scope of the activity 
was not known at press time, but definite 
action will be forthcoming. Mr. Levy 
himself is the contact. 


U. S. RUBBER CO. 

(Fletcher D. Richards, Inc., N. Y.) 
As in the past few years, KEDS shoes is 
breaking currently with its major spring 
campaign in upwards of 150 markets. 
Filmed spots featuring “Kedso the Clown” 
go in kid shows about three minutes 
weekly, with some placements running for 
as long as 13 weeks, depending on the 
market. Several of the schedules are on the 
air now, with others beginning shortly as 
the weather turns warmer. Jim Kelly 

is the timebuyer. 


WARD BAKING CO. 

(Grey Adv. Agency, Inc., N. Y.) 
This agency is now handling the TIP TOP 
LUCKY CAKES division of the bakery, 


and at press time was preparing to set its 





Bob McNamara has been named na- 
tional sales coordinator of RKO Tele. 
radio Pictures to supervise the na- 
tional sales efforts of the RKO Tele. 
including WNAC-Ty- 
AM Boston, KHJ-TV-AM Los Angeles, 
WHBQ-TV-AM Memphis, KFRC San 
Francisco, CKLW-TV-AM Detroit and 
wems Washington. Mr. 


radio properties, 


McNamara 
was formerly an account executive at 
Peters, Griffin, Woodward and di- 
rector of client services for H-R Rep- 


resentatives. 


first campaign in top markets. Minutes 
during daytime periods would be used. 
Mary Lou Benjamin is the buying contact, 


WHITEHALL PHARMACAL C0, 
(SSC&B, N.Y.) 

A new product from this company, 
DUPLEXIN, is reported ready to get 
schedules under way at the end of this 
month in about 30 markets. Day and 
late-night minutes will be used in what is 
evidently more than a test, as initial 
placements are for 13 and 21 weeks, with 
some to run a year if results are good. 
Ed Fonte is the timebuyer. 

















FLAMINGO TELEFILM Rs IN 






ae Le a ™ 













OLDIER 


PRICED 
REALISTICALL 


Expressly desibned to give 
local and regional sponse 
utmost in prestige, comparable 
the finest network offerings. @ 
program action packed. 





509 MADISON AVE 
» NEW YORK 22,N.' 


ae 


















ed na- 
) Tele. 
he na- 
) Tele. 
AC-TY- 
ngeles, 
> San 
it and 
amara 
tive at 
nd di- 
R Rep- 


tes 
ed. 
ontact. 


L C0, 


t 
nis 
| 


hat is 


with 
d. 
















Soup (Continued from page 43) 


will offer suggestions. In addition, 
certain superlatives are avoided, such 


” 


as “fantastic results,” “amazing,” etc. 

Also, says Mr. Welpen, the Today 
personality tries to stay away from 
misleading or vague claims, such as 
“guaranteed” (when there may be 
many conditions) and “up to” (when 
no one ever goes quite that high). 

Although the ratio of film to live 
commercials on both programs is nev- 
er constant, there is always more live 
than film. On Today at least 75 per 
cent of the commercials are live, and 
commercials on the Paar show are also 
live most of the time. 

It is in this rather precarious area 
of live tv that any producer begins to 
perspire. It is to the credit of Messrs. 
Massey and Welpen that they seem to 
take in stride such mishaps as ex- 
ploding aspirin bottles, snapped fish- 
ing rods and disintegrated shock- 
proof watches. Every precaution with- 
in reason is taken to avoid such epi- 
sodes, and the producers put in a 
back-breaking week. 


Taped Three Days 


Since the Paar segment is taped on 
Mondays, Tuesdays and Wednesdays 
at 8:15 p.m. (to be telecast without 
any editing from 11:15 p.m. to 1 
a.m.) and is aired live on Thursdays 
and Fridays, Mr. Massey keeps vari- 
ous hours. In general, he starts his 
day at 10 a.m. and finishes up when 
the show is over. The day begins with 
a phone call to the sales department 
and to his assistant. It ends when he 
has monitored the program from the 
client’s booth and has prepared a de- 
tailed report rating the performance 
of commercials, the timing, mistakes 
and causes for them. He also lists any 
extra mentions that may have been 
made for a client. The report is sent 
to management and to sales. It is, says 
Mr. Massey, an invaluable record in 
dealing with clients and agencies. 

Between the first phone call and 
conclusion of a live show, Mr. Massey 
has moved fast in many directions. 
At 2 p.m. he reads commercial scripts 
for the evening, makes sure all the 





props and graphics have been ordered, 
and checks the film tie-up. At 3:30 
p-m. he attends a program meeting 
and explains the commercial set-up 
for that evening as the show is run 
down. (Sheila Reilly, Mr. Massey’s as- 
sistant, covers this meeting about 
twice a week when he is out of the 
office, attending either an agency 
meeting or a sales meeting.) 


Meeting at 4 p.m. 


At 4 p.m, Mr. Massey meets the di 
rector and explains the camera shots 
and staging of the commercials for 
that night. After that he blocks the 
following day’s commercials, calls the 
agencies and plans future commer- 
cials, goes over budget figures, orders 
props, graphics and facilities for fu- 
ture commercials, 
ments for special kines for the sales 
department, reads all copy and tailors 
it for the program, and checks script- 
ed bits for conflicts. At 5:30 p.m. he 
answers his mail, and gives Mis: 
Reilly, the commercial coordinator, a 
rundown of the next day and specific 


makes arrange- 


assignments. 

At 6 p.m. he goes to the studio and 
sets up commercials; at 6:30 he has 
dinner with an agency or client rep- 
resentative; at 7:30 he has a brief 
meeting with Paar; at 8 p.m. he 
double checks the commercial set-up 
in the studio and dry-rehearses an- 
nouncer Downs, and at 8:30 live com- 
mercials are rehearsed on camera, as 
are Paar’s lead-ins. 

On occasion, Mr. Massey has cas- 
ual meetings with agency producers 
and sometimes clients following this 
last rehearsal. 

This is only an outline of the com- 
mercial producer’s routine. His du 
ties are more complex. As a new spon- 
sor joins the show, Mr. Massey ex 
plains, the sales department arranges 
a meeting, at which time he goes over 
the proposed commercial campaign 
Mr. Massey outlines an approach to 
the campaign, the extras the client 
may receive and the limitations that 
may be imposed. A commercial fact 
sheet is provided, and available tech- 
nical facilities are described. 

It is here that a blend of the ad- 
vertiser’s ideas and purposes with the 
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Life-line for industry and a major factor 
in the economy of the thriving WTRF-TV 
area is the storied Ohio River. On its 
broad surface flowed eight-one and one- 
half million tons of cargo in 1957, more 
than one and one-half times the tonnage 
locked through the Panama Canal in the 
same period. The cargo carried and the 
people who handled it on ship and shore 
are more reasons why the WTRF-TV mar- 
ket is a super market for alert advertisers 

« a market of 425,196 homes, where 
two million people have a spendable in- 
come of $2!/, billion annually. 


For complete merchandising service and 


availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 
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format and potential of the show is 
attempted in the presentation of sales 
messages. 

Since rehearsal time is at a premi- 
um, certain rules have been set down 
to make the work smoother and more 
efficient. As an example, agency pro- 
ducers are not allowed to talk to tal- 
ent or to the director. All of their sug- 
gestions and comments go to Mr. Mas- 
sey, and under this 
(since there are so many different 
clients) director and talent deal with 
one individual for all commercials. 


arrangement 


Mr. Welpen, as Today’s commer- 
cial producer, has just as many re- 
sponsibilities. Only the Today show, 
(7-9 a.m., Monday through Friday) 
presents its own special problems. 
The main one, of course, is its early 
starting time, which means that by 
the end of one working day every- 
thing has to be wrapped up for the 
following morning. On _ occasion, 
when it is required, commercial re- 
hearsals are held between 4:30 and 5 
a.m. For the most part, Mr. Welpen 
monitors the show from his home. 


His assistants are Marie Finnegan, 
who handles script coordination and 
corrections and many of the details 
necessary beforehand, and Louis 
Bradley, who is on the studio floor 
during rehearsal time and airtime and 
handles the physical set-up. Mr. Brad- 
ley also makes sure the commercials 
come off as planned. 


When an advertiser buys into the 
program, many steps are taken to in- 
sure the success of his campaign. A 
meeting is set up with the agency, 
client and sales department of the net- 
work to determine that client’s needs 
and to advise him of the general op- 
eration of the program. At that meet- 
ing the advertiser is also informed 
how commercials on the program are 


handled. 


A follow-up meeting is then held 
with the agency, the program director 
(when required) and the commercial 
production people who work with Mr. 
Welpen. 


At this conference the commercial 
production people go over the mes- 
sages in specifics and get all the de- 
tails down: on paper. And each day 
there is a final meeting among the 


commercial staff itself, which checks 
each commercial due on the air the 
following day. 

Mr. Welpen points out that there 
are many facets to his job. Seripi 
supervision alone offers numerous 
headaches, since each script must be 
checked from all sorts of angles— 
phraseology, length, possible client 
conflict, continuity acceptance, pro- 
duction limitations and for their over. 
all effect. If problems arise necessitat- 
ing changes, agencies involved are al. 
ways contacted ahead of time. Even 
this can be a chore, since some of the 
agencies are located as far away as 
San Francisco. 


Advised of Format 


The agencies are also advised of the 
program format when it is of particu. 
lar interest to them. NBC-TV’s sales 
department is kept advised of every- 
thing that is taking place. As is done 
on The Jack Paar Show, a special re- 
port on all Today commercials is 
made daily, with special attention de- 
voted to any unsatisfactory ones. 





It can be seen that a commercial 
producer on a participating program 
needs the adroitness of a career dip 
lomat and the calm of a Buddhist 
monk. With approximately 15 differ 
ent advertisers with varying sched- 
ules to handle per program each week, 
it couldn’t be otherwise. Messrs. Mas 
sey and Welpen have one thing more 
in common: their backgrounds, prior 
to their present positions, were it 
programming. 

Mr. Massey, before joining the 





Rubin Firm 
Syd Rubin, former director of 
CBS Enterprises, Inc., has estab- 
lished his own merchandising- 
licensing operation at 405 Park 
Ave., New York. The firm, known 
as Syd Rubin Enterprises, Inc., 
is geared to develop licensing 
potential of network and syndi- 
cated television programs, legi- 
timate shows, motion pictures, 
personalities and books. In addi- 
tion to the juvenile market, Mr. 
Rubin plans to expand into the 

adult and teen-age areas. 
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Charles E. Bell has been made execu- 
tive vice president of wsav radio and 
television in Savannah, it has been 
announced by Harben Daniel, presi- 
dent and general manager of the com- 
pany. Mr. Bell was formerly general 
sales manager of WSPA-TV-AM Spartan- 
burg-Greenville. Herbert M. Hum- 
pidge is commercial manager of WSAV- 
tv and Robert W. Ward commercial 
manager of WSAV. 


Paar show two years ago, was a writ- 
er-producer working with META and 
wess-Tv New York on such shows as 
The Negro in American Life and The 
Budapest String Quartet at the Frick 
Collection. He was a director on NRC- 
TV’s Home show and on Wide Wide 
World, handling remote segments in 
the New York area. In 1955-56 he 
did sales and promotion kinescopes 
for NBC-TV, and also served as an 
associate director. He also worked as 
a slage manager, film editor and film 
librarian for that network from 1950 
to 1954. Mr. Massey began his broad- 
cast career in Boston in 1947 as a 
writer-producer several radio 
shows. 

Mr. Welpen started with NBC-TV 
in 1947 as a copy clerk in the news- 
room. He moved to the television 
business-affairs department and then 
to the program department as assist- 
ant to that department’s business 
manager. After working on pricing 
and budgets of various NBC-TV 
package shows and after serving as 
studio operations analyst, Mr. Wel- 
pen moved into the programming area 
as a stage manager. He did such 
shows as Voice of Firestone, The Paul 
Winchell Show and T-Men in Action 
before switching to the public-affairs 
department as business manager of 


on 





public-service programs. He served as 
unit manager of Ding Dong School 
and then joined the Today show as 
senior unit manager in 1956. In No- 
vember of last year he was appointed 
commercial producer of the program. 

The following is an example of a 
typical week’s sponsorship on the two 
programs. Both lists are taken from 
recent weeks, and each sponsor has 
varying numbers ef participations 
scheduled within that week. 





Today: du Pont, Presto, Evinrude 
motors, General Electric, Heinz 57 
Products, Grove Laboratories, Cali- 
fornia prunes, Regimen, Nytol, Niag- 
ara, Vitamin Sales Co. and Maremont 
mufflers. 

The Jack Paar Show: Bufferin, 
Corega, Fresh, Marlboro, Nytol, Poli- 
dent, Postum, Studebaker, Sandran, 
Calgon, Command, Green Mint, Men- 
nen, O’Cedar, Realemon, Supp-Hose 
and RCA. 








WKOW ... and it sells more 
Ben Hovel 


General Manager 





WKOW: 





* Our thanks to Margaret Flood of the 
Mautner Agency for the opportunity 
to prove that a dollar buys more on 


Represented Nationally by Headley-Reed 
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*... Personal calls on 
the grocery trade by 
WKOW’s merchandis- 
ing director gave 
added strength to a 
strong spot campaign. 
Displays went up. and 
STAYED UP LONG- 
ER when store and de- 
partment managers in 
the seventeen counties 
we service were de- 


tailed on the selling 
impace they could ex- 
pect from ‘Wisconsin’s 
Most Powerful Radio 


’ 99 


Station. 


Wm. J. Lazarz 
L & L Food 
Distributors 
HENRI’S 


too! 
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This is Wilmer Finchley () average American, 
his average wife(2) his two average children @)&® 


his larger than average dog (5) 


Multiplied by your latest circulation figures, they make up your ever-loyal 
audience. They watch you hour by hour, day by day, night after night. If they 
weren’t there, you’d miss them terribly. So would your sponsors. 


Cancer will strike 2 out of 3 of such families. But many cancers are curable 
if detected in time. As a matter of fact, today 1 out of 3 cancer patients is 
being saved. An annual health checkup is the best way to discover cancer early. 


Many people are in the dark about this. You must open their eyes. You 
owe it to them out of simple humanity. And because of their loyalty to you 
and because you’re the most effective eye-opener in your community, let us 
help you help them. 


When the local representative of the American Cancer Society calls on you, 
open your door. Look at the radio and television materials—the “Finchley 
family” and others—he is prepared to supply. Open your hearts. Help open 
the eyes of your loyal viewers. Arm them with information in their fight 
against cancer. 


gin limL 
aig the American | Cancer Society 


® 
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LOEW SECURITIES. Two new cor- 
porations—one with a big stake in the 
television industry—made their bow 
in the securities markets earlier this 
month: Loew’s, Inc. (MGM), and 
Loew’s Theatres. The trading in the 
new securities became effective in 
mid-March, with the MGM shares, 
representing the production company, 
selling in the range of $37 per share, 
while the theatre company issue was 
selling in the $10-per-share range. 

There is a somewhat complicated 
formula worked out to arrive at these 
valuations, based on the division of 
the assets. The original Loew’s, Inc., 
stock, consisting of approximately six 
million shares, was split in half. A 
half-share in each new company was 
distributed to the stockholders of the 
parent company, and the assets and 
debt obligations were distributed. 

The picture company acquired the 
studio properties, the tv assets, all the 
film inventories, all 49 foreign theatres 
(excluding Canada) and the record 
and music publishing companies. The 
theatre company acquired all 121 
theatres in the United States and 
Canada, along with radio station 
wacm New York. 


BALANCE SHEETS. The pro form 
balance sheets for both companies 
present some interesting information 
on the new, separate companies for 
the first time. 

The proportions of the theatre com- 
pany are less understood than those of 
the film company, so it’s worth taking 
a first look at this unit. The company 
starts its independent career with ap- 
proximately $5 million in cash and $6 
million in Government securities on 
hand, which, along with accounts re- 
ceivable, gives it a total of $14 million 
in total current assets. 

On the side of fixed assets, the 
theatre company is carrying, on 1925 
cost appraisals, $101 million worth of 
land and buildings. Another $18 mil- 
lion of assets is represented by the 
equipment in those theatres and some 
valuable leasehold positions. 

The main long-term debt obliga- 


Wall Street Report 








tions taken on by the new theatre 
company include $8.5 million of bonds 
and mortgages and $5 million of 
sinking-fund debentures. These deben- 
tures, representing money borrowed 
by the parent company from insurance 
companies before World War II at 
low interest rates, were one of the 
crucial points in working out the 
divorcement plan of the two com- 
panies. The original loan has been 
worked down to $20 million, of which 
the production company is responsible 
for $15 million and the theatre com- 
pany $5 million. However, both com- 
panies guarantee the total loan, and if 
one fails to pay its obligation the other 
must make it up. 


THEATRE INCOME. Qn the basis of 
the 1958 annual report, the theatre- 
company revenues run at a rate of $34 
million annually. The added income 
of the radio operation, along with 
rental income from various theatre- 
company assets, gives Loew’s Theatres, 
Inc., a total annual revenue in the 
neighborhood of $42.5 million. On 
the 1958 basis of reporting, the theatre 
company showed a profit of $2.1 mil- 
lion. As this company works out of its 
indebtedness picture — whether by 
paying off such debts out of income 
or selling properties and using the 
proceeds to whittle down the loans 
outstanding— it stands in a good posi- 
tion to diversify its operations. How- 
ever, for the period immediately ahead 
it will be faced with a tight squeeze 
on earnings. 

The picture company, with a much 
greater risk involved in its day-to-day 
operations, emerges with some $18 
million in cash, $14 million in ac- 
counts and notes receivable and $65 
million in inventories, to give it some 
$98 million in current assets. The land 
and buildings it owns have a value 
of $32 million, while the photographic 
equipment and other materials essen- 
tial to movie production are carried 
on the books at a cost of $23 million. 

While it is the film rentals that ac- 
count for the bulk of the studio com- 
pany’s revenues (totaling $87.2 mil- 


lion last year), it is the contracts for 
tv revenue that hold much of the new 
company’s appeal. After all, this is 
income on properties whose income 
has been written down to $1. Income 
on these films in 1958 totaled $12.6 
million—none of it went to the theatre 
operation—but still to be collected is 
another $36 million of income to be 
earned on contracts still outstanding. 
Moreover, this is income on films 
made pre-1948, and the peak of that 
revenue will be enjoyed in 1959 and 
1960. By 1961 the tv revenue will 
start to decline, and by 1962 it should 
become practically negligible unless 
the post-1948 films are then available 
for distribution. This, however, is a 
complex situation, since it is tied up 
with all sorts of unresolved labor con- 
tracts and royalty arrangements. 

FOREIGN REVENUE. While there 
is no doubt that the risk of losing 
money in the production division is 
heavy, it should be kept in mind that 
this risk is minimized by the owner- 
ship of foreign theatres. Loew’s has 
been expanding its ownership of 
theatres outside the North American 
continent, sometimes with surprising 
results. In one case in South Africa, 
built a 
theatre in Johannesburg, and in its 





for example, the company 






first year of operation it cleared more 
revenue from that theatre than it had 










from the whole African continent. 
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many of the same difficulties. 

In the area of network program- 
ming, however, where a sponsor of- 
fers the same kind of show at the same 
time each week, and where he knows 
the preceding and following pro- 
grams, information gained from audi- 


Pitch 


second half-hour when the show has 
both the eastern and midwestern audi- 
ences. The added drawing power, it 
is believed, offsets any tune-outs 
caused by the late (after midnight) 
hour in the east. Jim Byrne of NBC 
sales development reports only slight 
fluctuations—one- or two-tenths of a 


ence-composition and minute-by-min. 
ute studies could prove highly valu. 
able. Current evidence indicates that 
these techniques will join copy testing, 
phone coincidentals and other meth. 
ods of aiding the advertiser to spend 
his dollars more wisely. 


(Continued from page 37) 





rating point—in the audience figures 
for each quarter-hour of the program. 

Added to these statistics are the 
questions of program lead-in—with 
a great number of markets preceding 
the show with news-and-weather strips 
or syndicated half-hours — and of 
late-movie competition on other chan- 
nels. Here, both the syndicated shows 
and the film features might be very 
strong competition one evening and 


Du Pont Commercial Philosophy 


The underlying philosophy of the placement of commercials within 
du Pont’s Show of the Month—which, as outlined in the accompanying 
story, resulted in announcements getting ratings higher than the program 
itseli—was expressed as follows by a company spokesman: 


' 

“Our commercials must have a quality and stature consistent with our | 
programs. One facet of this is content and form, and du Pont attempts 
to make each commercial interesting, informative and entertaining. An- 





other facet is commercial frequency and positioning. In this area, our 


guiding principle is consideration for the viewer. 
much weaker the next. 


As noted earlier, the Paar program 
is an extreme example of a show 


“Each 90-minute program contains nine minutes of commercial time, 
We could run nine one-minute commercials, but we feel frequent inter- 
ruptions interfere with the flow of a story and are annoying to the viewer. 


wherein a great number of variables 
Therefore, du Pont schedules only three commercials on each show. 


virtually prohibits the application of 
any audience-pattern research data. “We do not interrupt a story by having a commercial ‘dropped into it, 
Commercials are placed between the acts in the natural breaks. There 
is no pattern with respect to intervals of time between commercials, with 
the intervals varying for each show and entirely dependent on the lengh 
of the acts. 





Movie participations would involve 


SALES IN WESTERN MONTANA 
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“For three-act plays, the first commercial appears at the to, of the 
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show even though research indicates that commercials appearing outside 








the story line (before or after the play) are not as effective as those be- 
tween the acts. 
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“Moreover, to make a smooth transition from story to commercial, 


























each announcement has a standard seven-second opening which signals 
the viewer a commercial is coming. This may seem self-defeating, but our 
philosophy is not to trick the viewer into watching a commercial. 
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editor for the Art Directors Club of 





YOUR JOB IS | “The Show of the Month is designed to maintain and win friends for 

‘TOO TOUGH! | du Pont. The commercials are produced and placed with this in view. 

IF YOU’RE NOT USING | — — 
KMS ch ia a head What Makes apr ideas? ape ms you go =< getting 
| reativity, edited by Paul Smith, one? Is creative ability a matter d ; 


TO SELL WESTERN MONTANA 


@ 47,000 TV HOMES 
@ ONE DOLLAR PER 1000 
@ 80% UNDUPLICATED 


CALL OR WRITE 
NAT. REP. FORJOE CO. 





KMSO — MISSOULA, MONTANA 











80 March 23, 1959, Television Age 


New York. Hastings House, New 
York, 209 pp., $4.95. 

A report of the Third Communica- 
tions Conference (1958) of the Art 
Directors Club of New York, this book 
outlines an exploration of the nature 
of the creative process as taken up by 
that meeting. 

As Paul Smith, conference direc- 
tor, explains in his forward, the pur- 
pose of the symposium was to answer 
such questions as: “What are creative 


inspiration alone? For that matter, 
what is inspiration? Are there aly 
techniques for discovering creativily 
in the individual? Is there any trail 
ing which develops it? What sort 
an environment encourage it?” 7 








Speakers at the conference unde 
took to take up each of these p 
lems and many more. Each was 
nently qualified for his part in the 
meeting. Creativity is a complete 
port on what they told those inj 
tendance. 
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7 Edward W. Dooley (I.) has been named a 
vice president and management supervisor of Sul- 
| our livan, Stauffer, Colwell & Bayles, Inc., and Willard 
mpts €. Mackey Jr. (c.) and Donald G. Gill (r.) 
_ An- have been named vice presidents of the agency. 
, our Mr. Dooley joined SSC&B in 1956 as an account 
executive; Mr. Mackey, formerly with General 
times! Foods and Swift & Co., came to the agency in the 
‘inter. same year, and Mr. Gill joined in 1957 after service 
wer with Procter & Gamble and other agencies. 
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Otto Prochazka (1.) has joined Compton Advertising, Inc., 
as vice president and assistant creative director, and Martin 
Devine (r.) has been elected a vice president of the agency. 
Mr. Prochazka, formerly with Benton & Bowles as vice president 
and creative supervisor, previously was associated with Anderson 
{ Cairns as creative director. He also has been a copy editor with 
the New York Herald Tribune and an assistant professor at Penn- 
sylvania State College. Mr. Devine is account supervisor at Comp- 
ton on the Chesebrough-Pond’s account, which includes Seaforth 
Toiletries, among other products. 


David Levy, vice president and associate director of the radio-tv department at Young 
& Rubicam, leaves the agency on April 1 to become a vice president of the National Broad- 
casting Co., in charge of programs and talent for NBC-TV. Mr. Levy joined Y&R in Au- 
gust 1938 as a writer of the radio program, We the People; he later wrote, directed and 
supervised many of the agency’s top radio shows. Between April 1944 and May 1946 he 
served as a lieutenant in the Navy, returning to Y&R as supervisor of daytime radio pro- 
gramming. In 1947 he entered television, becoming the agency's first tv supervisor. He 
was named vice president in charge of talent and new programs in August 1950 and 
became associate director of the radio-tv department in April 1958. He also served on 
the agency's plans board for the past few years. Mr. Levy is a native of Philadelphia. 





Henry Hede, administrative sales manager of the ABC Television Network, has been 
elected a vice president of the American Broadcasting Co., it has been announced by Wil- 
liam P. Mullen, ABC vice president in charge of tv network sales. Mr. Hede joined the 
American Broadcasting Co. in 1942. He has served as ABC general services manager, busi- 
ness manager of the television program department and administrative assistant to the 
financial officer. Within the framework of the ABC-TV network sales department he held 
the positions of business manager and eastern sales manager prior to his promotion to 
his present post in December of 1957. As administrative sales manager, Mr. Hede handles 
all administrative responsibilities of the sales department, including liaison between the sales. 
program, research, sales development, business affairs and other departments of ABC-TV. 


The appointment of William Eldridge to the position of product manager in the house- 
hold products division of the Colgate-Palmolive Co. has been announced by W. T. Miller, 
vice president in charge of the division. Mr. Eldridge will be responsible for advertising 
and merchandising of Vel Powder and Super Suds; he will report directly to D. A. Wells, 
general products manager. Mr. Eldridge’s previous position was as account executive for 
a packaged-goods client at the Leo Burnett Co. He started with the latter agency in 1955, 
leaving there to move to his new association with Colgate-Palmolive. Mr. Eldridge was born 
on Oct. 15, 1925, and is a graduate of Cornell University. He saw service in the Navy for 
two years, and upon his discharge he became connected with the Burnett organization. 
The father of two children, he lives with his family in Greenwich, Conn. 
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THE TOP TEN 

SHOWS on Chan- 

nel Five represent 

over one-third of the 

audience in this three-sta- 
tion market. 





RIFLEMAN 54% 
MAVERICK 50% 
WYATT EARP 46% 
SUGARFOOT 44% 
POPEYE THEATRE 44% 
THE REAL McCOYS 42% 
WALT DISNEY PRESENTS 39% 
LAWMAN 38% 
77 SUNSET STRIP 37% 
RIN TIN TIN 35% 
Source : NEILSEN : 
December, 1958. 
KOCO TY has the audi- 
ence ... and delivers the 
largest unduplicated cov- 
erage in Okiahoma, 


CHANNEL 
~ 


Charlie Keys, General Manager 
SLAM TELEVISION ASSOCIATES 
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THE LIGHTER SIDE In camer - 


A producer we know received this 
letter from a firm that specializes in 
the supply of theatrical animals: “Do 
you candidly wish to express your 
opinion of a mother-in-law by placing 
a skunk (deodorized or not) in her 
favorite chair? Or do you want to im- 
press out-of-town friends and meet 
them at the station with a brace of 
$2,000 champion wolfhounds? It may 
possibly just be an ambition of yours 
to get your picture into the papers. 
We practically guarantee you will, if 
you stroll on Fifth Avenue with one of 
our camels on a leash. 

“If it’s atv show... 
ducing and you want... 


you re pro- 
a team of 
Siberian malemutes . . . a 10-foot boa 

. . a cow, goats, sheep, chickens . . . 
a couple of canal-rats . . . Anything, 
anything at all we can do for you?” 

The producer wrote back and asked 
for a sponsor. Thus far he hasn't 
heard from the firm, and he’s afraid 


there just “ain’t any such animals.” 
* & 7 


A Small World: And speaking of 
animals, we know a fellow from the 
wilds of Westchester who owns a pack 
animal he calls Edward R. Burro. 

* - = 

Yankee Bureaucracy: A downeast- 
ern station man told us a story the 
other day during his visit to our of- 
fice about a town in Maine, popula- 
tion 500, which has perfect coordina- 
tion among its six department heads. 
The reason: one man wears six hats. 

The town manager is also treasurer, 
tax collector, assessor, superintendent 
of poor and commissioner of public 
roads. And so when an able-bodied 
citizen of the town goes to Town Hall 
and applies to the superintendent of 
poor for relief, the sexpartite official 
in his role as commissioner of public 
roads gives the man a shovel and puts 
him to work. 

Somehow this story suggests an ap- 
plication for television that we'd like 
to bring to the attention of General 
Sarnoff and Messrs. Paley and Golden- 
son: Let some of tv’s critics become 
producers—but, of course, using their 
own money. 


A transatlantic radio debate he. 
tween Harvard and Cambridge Uni. 
versities was called off recently be. 
cause of unstable atmospheric condix 
tions. The subject was, “This house 
thanks Ged for the Atlantic.” 

It is understood that the motion 
will be discussed at a later date. But 
will equal time be given the Pacific? 


* * * 


Is tv for the birds? There seems to 
be some commotion going on in jolly 
old London these days. The London 
County Council is considering a pro- 
posal that would place tv sets in its 
parks. The council wants not only to 
expand its summer entertainment pro- 





gram but also to lure the televiewer 
into the fresh air. : 
The big question puzzling the coun- 
cil is on which branch it should hang 
the receivers: the non-commercial 
BBC, the commercial Independent 
Television Authority, or should it bea 
hybrid closed-circuit arrangement? 
Meanwhile, back in New York City, 
the executive officer of the Department 
of Parks was amazed at the proposal 
to install sets in London parks. 
can’t see putting television sets in our 
parks,” he said. “Even if they hada 
purpose, I don’t think they'd last hall 
an hour before they disappeared.” 


* a * 


No voice over: As any programme 
will admit, it sometimes happens thal 
the program content and the commet- 
cial message do not exactly jibe. Fo 
instance, just the other night we 
viewed a network show whose purpow 
was to analyze some of the troubled 
areas of our present-day life. The pre 
gram was as well done as it was dé 
heartening, concluding as it did thi 
many areas were getting worse rather 
than better. Then came the closing 
commercial, suggesting that for peat 
of mind in today’s unsettled worl 
phone your insurance man for hép 

We were on the phone before 
station break was over. When 
reached our agent, we found that 
couldn’t help us at all. He had 
gitis. 
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chester, N. ¥Y. Viewers 
As The M-G-M Lion 





Nightly at 11:20 


(Midnight Saturdays) 


| Every night of the week CHANNEL 10 
Viewers are being treated to the 

greatest Hollywood pictures featuring 
the cream of Hollywood stars! 









Such brilliant names as: 
GABLE, GARBO, SINATRA, TAYLOR, 
GARLAND, TRACY, GARDNER, 
TURNER, ROONEY, ROGERS, 

FONTAINE, BERGMAN, BOYER, 
PIDGEON, SOTHERN, POWELL, 

LOY, STANWYCK and Many, 

Many More! 


$6 RB 





60 ACADEMY AWARD WINNERS: 


260 Nominations For Academy Aware!s® 
There’s NEVER Been A Finer Opportunity 


HEC-TVncWVET-TV he 





THE CAMA 


The works of a master sculptor re- 
quire no inscription to be recognized 
by the trained eye. 


Similarly, that “quality touch” which 
sets apart great television stations is 
just as quickly identifiable by those 
who know and value its importance 
in any successful campaign. 


TELEVISION 


abc @ channel 8 gw dallas 


A TELEVISION SERVICE OF THE DALLAS MORNING NEWS lf EDWARD PETRY & COMPANY, NATIONAL REPRESENTA 
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